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Recommend  Tixylix 
Catarrh  Syrup  for 
congestion  with  a  cough. 
It's  the  clear  winner 
amongst  kids. 

This  latest  addition  to  the  Tixylix  range 
became  the  No  1  pharmacy  recommendation 
and  helped  the  Tixylix  range  outperform 
the  market  by  88%,  outselling  its  nearest 
competitor  by  three  to  one:' 

Tixylix  Catarrh  Syrup  is  specially 
formulated  to  clear  congestion  from  colds 
or  flu,  and  soothe  coughs,  but  that's  not  all. 

Mothers  rati-  flavour  highly  and  recent 
tests' confirm  that  Tixylix  is  top  for  taste 
and  therefore  dosage  compliance. 

This  November  we're  extending  our 
successful  national  TV  campaign  bringing 
in  new  Mothers  and  reminding  existing 
users  why  Tixylix  is  the  No  1. 

So,  to  increase  your  Tixylix  medicine 
profit  further  this  winter,  make  sure  you  give 
Tixylix  shelf  space  equal  to  its  65%  share  of 
children's  cough  and  cold  market  profit. 
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Paediatric  Medicines 

Specially  formulated  for  children's  coughs  and  colds 


Tixylix 


Tixylix   'Tixyl'X  Tixylix    TiXy,u.  fgyfx 


PRODUCT  INFORMATION  TIXYLIX  CATARRH  SYRUP  Raspberry  flavoured  syrup  containing  Diphenhydramine  BPand  Menthol  BP  DOSAGE:  Children  1-5  years.  5ml  4  times  daily, 
6  10  years  10ml  4  times  daily  Not  recommended  under  1  year  SIDE-EFFECTS.  PRECAUTIONS  AND  RELEVANT  CONTRA  INDICATIONS  May  cause  drowsiness.  Other  side-effects  could 
include  nausea,  dizziness,  constipation  and  a  rash.  Should  not  be  used  together  with  medicines  containing  other  antihistamines,  hypnotics,  anxiolytics,  alcohol  or  tricyclic  antidepressants 
Use  with  caution  in  those  with  severe  liver  disease,  severe  kidney  disease,  severe  lung  or  heart  disease,  asthma,  acute  porphyria,  thyroid  disease  or  depression  C/l  hypersensitivity  to 
any  of  the  ingredients  Not  to  be  taken  by  women  who  are  pregnant  or  are  breast  feeding  If  symptoms  persist  for  more  than  7  days,  refer  child  to  a  doctor  LEGAL  CATEGORY  P  PRODUCT 
LICENCE  PL  0427/0049  PACK  SIZE  &  RSP:  100ml,  £2  45  DATE  OF  PREPARATION:  September  1996.  Intercare  Products  Limited,  Wokingham,  Berkshire  RG41  2QD.  The  TIXYLIX  range  also 
contains  TIXYLIX  DAYTIME  (pholcodine),  TIXYLIX  CHESTY  COUGH  (Guaiphenesin),  TIXYLIX  NIGHT-TIME,  TIXYLIX  COUGH  AND  COLD  and  TIXYLIX  INHALANT  1  Data  on  file  2  Trade  audit  Nielsen 


Anger,  frustration,  incredulity  -  all  are  inevit- 
able reactions  to  the  ( )ffice  of  Fair  Trading's 
desire  to  overturn  Resale  Price  Maintenance 
on  OTC  medicines  (pp576-77). 
But  take  heart.  The  OFT's  rationale,  together  with 
sycophantic  utterings  from  the  likes  of  Asda,  are  so 
full  of  inaccuracies,  contradictions  and  mis- 
understandings that  barristers  could  have  a  field 
day  if  the  real  issues  have  to  be  argued  before  the 
Restrictive  Practices  Court  once  again. 

First,  it  appears  that  the  OFT  regards  business 
factors  which  have  worsened  for  independent 
pharmacies  since  1970  (when  RPM  was  approved 
by  the  Court)  as  evidence  that  they  are  now  better 
able  to  withstand  competition. 

The  NHS  represents  70  per  cent  of  turnover  against 
50  per  cent  then,  and  OTC  medicines  are  down  from  7- 
10  per  cent  to  34  per  cent.  So  in  the  OFT's  world  a  loss 
of  turnover  and  profits  from  OTCs  wouldn't  hurt  so 
much  now!  Sony,  Mr  Bridgeman,  but  to  continue  to 
provide  primary  care  services  in  High  Streets, 
shopping  parades  and  rural  areas  where  the  public 
needs  them,  smaller  pharmacies  need  to  increase  their 
OTC  business  and  be  less  reliant  on  an  increasingly 
tight-fisted  NI  IS.  Pharmacies  have  already  lost  most 
of  their  traditional  beauty  and  baby  care  trade  to  the 
supermarkets. 

We  are  also  told  by  the  OFT  that  pharmacies  are 
protected  by  restriction  of  NHS  contracts.  Take  a 
look  at  the  real  world,  Mr  Bridgeman.  There  are 
pharmacists  locked  into  their  businesses  because 
their  contract  is  worthless;  there  are  those  who 
have  sold-up  faced  with  the  might  of  t  he  multiples. 

We  must  mention  Asda's  insulting  'grand  plan'  for 
pharmacy.  Along  with  other  city-driven  retailers  it 
simply  wants  independent  pharmacies  out  of  the 
way  -  like  grocers,  butchers,  bookshops,  dry 
cleaners.  It  is  not  in  the  public  interest  that  the  OFF 
should  do  its  dirty  work  for  the  company. 
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NEWS 


M  battle  far  fron 


The  Office  of  Fah'  Trading's  deci- 
sion to  refer  the  Resale  Price 
Maintenance  issue  back  to  the 
courts  has  strengthened  resolve 
within  pharmacy. 

The  message  being  stressed  by 
Community  Pharmacy  Action 
Group  members  is  that  the  fight 
goes  on.  Royal  Pharmaceutical 
Society  president  Ian  Caldwell 
says:  "The  battle  is  far  from  lost. 
Just  In  sit  back  and  wait  for  the 
court  case  would  be  suicidal." 

The  director  general  of  the 
Office  of  Fair  Trading,  John 
Bridgeman,  announced  last  Fri- 
day that  he  will  seek  leave  to 
apply  to  the  Restrictive  Practices 
Court  to  examine  whether  RPM 
should  continue.  Mr  Bridgeman 
hopes  that  a  leave  application 
will  be  heard  by  next  spring,  but 
it  is  not  anticipated  that  the  final 
decision  will  be  made  until  early 
1998,  if,  of  course,  the  court  de- 


John  Bridgeman  of  the  OFT 


Asda's  chief  executive,  Allan 
Leighton,  welcomed  the  DGFT's 
announcement,  calling  it  "a  vic- 
tory for  ordinary  working  people 
and  their  families".  Commenting 
on  the  spring  1997  date  for  the 
first  hearing,  he  said:  "Although 
it  is  a  lengthy  process,  it  signals 
the  end  for  price-fixing." 

Asda  has  been  campaigning  for 
the  removal  of  RPM  for  12 
months  since  it  first  cut  the  price 
of  branded  vitamins  in  its  stores. 
The  company  also  chose  Friday 
to  release  its  '10  Point  Plan  for 
Renewal  of  t  he  Community  Phar- 
macy', calling  for: 
#  a  pilot  scheme  for  pharma- 
cists prescribing  on  a  limited  list 
of  pharmacy  products 
®  set  up  a  trial  to  give  pharma- 
cists guaranteed  income  from 


cides  to  proceed  with  the  review. 

The  announcement  came  as  a 
disappointment  to  members  of 
the  (  PAG,  although  the  nature  of 
the  announcement  had  been 
anticipated  because  of  the  length 
of  the  inquiry  since  the  OPT 
interim  report  earlier  this  year. 

The  Proprietary  Association  of 
Great  Britain,  representing 
branded  OTC  medicines  manu- 
facturers, says  that  "in  spite  of 
the  OFT's  decision,  there  is  no 
imminent  threat  to  RPM  and 
therefore  to  pharmacy,  due  to  the 
fact  that  it  is  the  court,  not  ( >FT, 
which  must  evaluate  and  then 
decide  on  the  future  of  RPM". 

Mr  Caldwell  anticipates  that 
some  sectors,  such  as  Asda,  will 
continue  to  fight  for  the  removal 
of  RPM  in  a  media  campaign,  but 
says  that  the  CPAG  "will  con- 
tinue to  create  a  public  opinion 
that  there  will  be  a  penalty  on  the 
public  if  RPM  is  removed". 

Both  sides  agree  that  unless 
the  law  is  overturned,  RPM  will 
still  be  considered  to  be  in  the 
public  interest  and  therefore 
legally  enforceable. 

Mr  Bridgeman's  main  tenet  is 
thai  RPM  should  be  banned 
"because  it  prevents  competition 
on  price  and  leads  to  inefficien- 
cies in  trade". 

"Retailers  who  want  to  com- 
pete on  price  or  offer  special  dis- 
counts to  pensioners  are  unable 
to  do  so  because  they  are  forced 
by  manufacturers  and  suppliers 
to  sell  at  a  fixed  price,"  he  said. 

"Competent  and  efficient  phar- 
macies will  be  able  to  adapt  to 


their  patient  list  -  in  a  similar 
way  to  GPs  and  their  capitation 
payments 

•  give  smaller  pharmacies  a 
fairer  share  of  the  available 
resources  -  tapering  the  fee  in- 
come structure  in  favour  of  small 
pharmacies. 

•  develop  the  Essential  Small 
Pharmacies  Scheme 

•  lift  the  restrictions  on  opening 
pharmacies 

•  give  direct  assistance  to  small 
pharmacies  -  by  reducing  the 
uniform  business  rate  for  ESPs 

•  allow  pharmacies  to  compete 
on  price  on  branded  products  - 
to  prevent  their  market  share 
being  eroded  by  the  growing  pre- 
d(  iminance  of  major  own-brands. 

Although  Superdrug  is  sup- 
pi  irt  ive  i  >f  the  DGFT's  decision,  it 


the  removal  of  RPM  and  may  be 
able  to  increase  their  margins  on 
some  products  by  putting  addi- 
tional competitive  pressure  on 
manufacturers  and  suppliers." 

Defending  his  announcement, 
Mr  Bridgeman  accused  the 
CPAG  of  causing  "undue  alarm  in 
the  public's  mind"  by  suggesting 
up  to  3,000  pharmacies  may 
close.  "I  believe  that  they  have 
exaggerated  the  numbers  of 
pharmacies  at  risk  and  this  has 
caused  unnecessary  alarm.  I  do 
not  believe  there  will  be  wide- 
spread closures  of  local  pharma- 
cies if  RPM  is  removed,"  he  said. 
The  PAGB  countered  that  OFT 
has  not  been  able  to  contradict 
the  Deloitte  Touche  study  which 
came  up  with  the  figure  of  3,000. 

Mr  Bridgeman  believes  that 
there  are  sufficient  safeguards  in 
place  to  support  the  pharmacies 
that  would  most  likely  be 
affected  by  the  removal  of  RPM, 
such  as  the  Essential  Small  Phar- 
macies Scheme. 

He  also  believes  that  an 
increasing  proportion  of  phar- 
macy income  comes  from  the 
NHS.  "On  average,  60  per  cent  of 
their  [pharmacists']  gross  mar- 
gins are  guaranteed  by  NHS  pre- 
scription business."  (See  table. ) 

Other  reasons  given  by  the 
DGFT  to  support  his  belief  that 
there  have  been  'material 
changes'  since  1970  include: 

•  a  higher  proportion  of 
chemists'  turnover  is  now  from 
prescriptions 

•  the  OTC  products  on  which 
the  supermarket  price  competi- 


will  be  waiting  for  the  courts  to 
make  a  final  announcement.  "We 
have  always  said  that  we  are  for 
the  removal  of  RPM  on  medi- 
cines, which  we  see  as  an  unfair 
tax  on  the  consumers.  But  the 
rules  that  exist  are  in  place  until 
the  case  is  referred  to  the 
Restrictive  Practices  Court,"  said 
marketing  director  Stephen 
Round,  who  also  has  responsibil- 
ity for  the  company's  pharmacy 
programme. 

Tesco's  pharmacy  superinten- 
dent, Mike  Rudin,  said  that  the 
c<  >m]  »any  views  the  referral  as  an 
"interesting  move",  but  will  await 
the  court's  decision.  He  added: 
"We  will  keep  a  watchful  eye  on 
the  market.  We  would  be  con- 
cerned if  anyone  else  made  a 
move  to  cut  prices." 


tion  would  he  possible,  which 
made  up  to  7-10  per  cent  of 
chemists'  sales  in  1970  now 
accounts  for  3-4  per  cent  of  sales 

•  consumers  now  visit  chemists 
more  often  to  have  a  prescription 
made  up  than  to  buy  branded 
OTCs 

•  chemists  in  general  are  now 
more  secure  than  they  were  pre- 
1970  because  of  entry  controls 
introduced  by  the  DoH  in  1987 
and  because  a  higher  proportion 
of  their  income  is  from  the  NHS 

•  the  exemption  order  also  cov- 
ered RPM  on  ethicals,  but 
enforcement  of  this  by  manufac- 
turers was  abandoned  in  the 
1970s.  The  subsequent  price 
competition  between  whole- 
salers did  not  lead  to  the  adverse 
effects  predicted  by  the  court. 

He  was  concerned  that  RPM 
did  not  apply  to  all  medicines.  "It 
seems  to  be  a  bit  of  an  anachro- 
nism that  a  branded  medicine  is 
subject  to  RPM,  but  not  a  non- 
branded  medicine,"  he  said. 

Community  Pharmacists  Ac- 
tion Group  chairman  David 
Sharpe  reacted  to  the  DGFT's 
decision  by  saying:  "This  is  a  bad 
recommendation  by  the  OFT  - 
and  one  which  has  no  legal 
standing  in  its  own  right. 

"We  remain  confident  that  we 
can  still  win  in  the  Court,  but 
ministers  can  and  should  call  a 
halt  to  these  proceedings  now. 
They  should  give  the  issue  a 
democratic  airing  as  part  of  the 
debate  on  the  forthcoming  Com- 
petition Bill. 

"I  urge  them  to  do  so  now  and 


The  CPAG  released  findings 
from  a  survey  conducted  by 
Gallup  shortly  before  the  OFT 
decision  was  announced.  The 
main  findings  included: 

•  83  per  cent  of  those 
questioned  said  they  would  not 
want  RPM  to  be  removed  if  this 
could  lead  to  the  closure  of  up 
to  a  quarter  of  all  pharmacies  in 
the  UK  (even  if  its  removal 
meant  a  saving  of  6-10p  a  week 
per  person  on  non-prescription 
medicines) 

•  84  per  cent  said  they  would 
notwant  RPM  removed  if  this 
removal  meant  the  elderly,  the 
infirm,  or  mothers  of  young 
children  could  be 
disproportionately  affected 

•  80  per  cent  said  they  would 
notwant  RPM  to  be  removed  if  it 
could  lead  to  a  reduction  in  the 
range  of  services  available  from 
pharmacies. 


Asda  welcomes  OFT  decision  with  'plan' 
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avoid  the  damage  which  the  clo- 
sure of  thousands  of  pharmacies 
will  inflict  on  the  lives  of  commu- 
nities uii  and  Hi  >wn  the  country." 

The  Bill,  which  w  as  anni  mnced 
in  Wednesday's  Queen's  Speech, 
would  make  the  h'PM  issue  obso- 
lete by  prohibiting  it.  It  has  been 
requested  by  industry  and  was 
expected  to  go  through  parlia- 
ment quickly,  but  CPAG  members 
may  fight  to  retain  RPM  within 
the  Bill,  if  only  for  a  limited  time. 

CPA<  <  sp<  >kes woman  Sue  Ashe 
advised  that  pharmacists  should 
keep  the  local  campaigns  going 
by  writing  to  the  local  press,  local 
MPs  and  informing  the  public. 

"There  is  every  indication  that 
the  industry  will  see  it  through," 
says  Sheila  Kelly,  director  of  the 
PA(  rB.  "Given  the  strength  of  con- 
viction and  support  Tor  RPM 
w  Inch  industry  has  demonstrated 
over  the  past  year,  there  is  no  rea- 
son to  believe  its  position  will 
change." 

Toilette  McCreedy  of  the 
National  Pharmaceutical  Associ- 
ation emphasised  thai  the  NPA 
Hoard  has  pledged  it  will  con- 
tinue to  support  the  cause.  "This 
is  nol  the  end  of  the  war.  We  still 
hav  e  a  good  chance  of  w  inning," 
she  said.  She  urged  pharmacists 
to  keep  their  ground. 

Terry  Maguire,  the  new  vice 
president  of  the  Pharmaceutical 
Society  of  Northern  Ireland, 
expressed  concern  if  h'PM  were 
to  be  removed:  "1  suspect  that 
Northern  Ireland  will  be  worse 
hit  because  of  the  low  geographi- 
cal density  of  the  population, 
especially  pharmacies  in  rural 
areas." 


Contribution  to  sales 
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The  legal  position 


The  whole  process  of  reviewing 
RPM  is  expected  to  last  over  a 
year. 

Both  the  CPAG  and  the  ()KT 
have  set  out  the  position  with 
regard  to  the  legal  process.  The 
(  >FT  is  ol  the  view  that  it  is  up  to 
pharmacists  to  prove  that  price- 
fixing  should  remain,  but  the 
(  T.V  i  has  been  arguing  all  along 
thai  ii  is  up  to  the  ( )FT  to  show 
thai  there  has  been  'material 
change'  since  L970. 

The  case  put  0  >l  w  ai  d  by  (  'PA<  i 
is  as  follows: 

•  the  ( )FT's  views  arc  of  no  legal 
relevance 

•  only  the  British  courts  can 
decide  whether  or  not  RPM  still 
perforins  the  role  it  was  found  to 
perform  in  1970 

%  the  legislative  procedure  for 
OFT's    referral    dictates  two 

stages,  both  of  which  involve  a 
court  hearing.  The  first  involves 
the  OFT  proving  thai  there  is 
enough  evidence  to  hold  a  heal- 
ing by  establishing  a  prima  facie 
case  of  'material  change' 

•  if  Ibis  application  is  success 
ful,  the  case  will  go  to  court 

where  the  I  len  will  be  wholly 

on  ( )FT  to  prove  its  case  against 
RPM  with  the  issue  of  the  risk  of 
pharmacy  closures  to  be  the  key, 

CPA! ;  spokeswoman  Sue  Ashe 


says  that  the  Group  is  committed 
financially  to  supporting  the 
cause.  She  adils  that  ( IPAG  has 
taken  legal  advice  and  has  been 
told  il  has  "a  very  strong  case", 

Mr  Bridgeman  said  that  he  had 
approached  the  issue  with  the 
presumption  that  RPM  is  against 
the  public  interest.  His  colleague 
Dr  Martin  Howe  said  that  the 
DGFT  had  to  lest  whether  the 
arguments  still  hold  The  legal 
processes  set  out  by  the  OFT  are 

set  out  below 

1  lii  the  case  of  an  exemption, 
the  burden  of  proof  is  on  those 
seeking  it  to  show  that  the  ordi- 
nary assumption  that  RPM  is 
against  the  public  interest  should 
be  overridden. 

2  Under  the  Resale  Prices  Act 
1976,  the  DGFT,  any  supplier  of 
the  goods  in  question  or  any 
hade  association  whose  mem- 
bers consist  of  or  include  suppli- 
ers, may  apply  to  the  ( 'ourt  to 
discharge  an  order  previously 
made  No  application  may  be 
made  except  with  the  Court's 
leave,  and  the  Court  may  only 
grant  leave  upon  appeal  upon 
prima  facie  evidence  of  a  mater- 
ial change  in  the  relevant  circum- 
stances since  its  last  decision. 

■I  The  condition  does  not  mean 
thai  the  same  Court  looking  at 


today's  facts  might  come  to  a  dif- 
ferent conclusion,  but  that  suffi- 
cient evidence  can  be  presented 
to  .lustily  the  other  side  being 
called  on  to  adduce  rebutting  evi- 
dence: in  summary,  that  there 
has  been  a  change  in  an  essential 
pari  of  the  reasoning  by  which 
the  Court  reached  its  previous 
decision. 

4  The  ( >FT  hopes  a  leave  appli- 
cation will  be  heard  by  next 
spring.  The  application  would  be 
supported  by  evidence  on  affi- 
davit selling  out  the  material 
changes  the  OFT  has  identified. 
The  application  maj  be  opposed 
by  the  parlies  to  the  previous 
proceedings.  They  will  be  enti- 
tled to  be  heard  by  the  ( 'ourt.  and 
other  parlies,  eg  supermarkets, 
may  also  wish  to  be  heard.  That 
would  only  be  possible  if  the 
court  permitted  it. 

5  II  the  Court  grants  leave,  the 
DGFT  will  proceed  to  the  sub- 
stantive stage  of  the  proceed- 
ings, w  hich  is  to  ask  the  court  to 
discharge  the  1970  Order.  The 
OFT  believes  that  the  burden  as 
to  the  public  interest  will  lie  on 
the  parties  seeking  the  exemp- 
tion. II  is  unlikely  that  a  substan- 
tive application  would  be  heard 
before  the  beginning  of  111! IS, 
possibly  late  next  year. 


Government  is  'powerless' 
to  intervene  on  RPM 


The  Department  of  Health  made 
il  clear  il  was  powerless  to  inter- 
vene on  the  question  ol  RPM, 
even  though  it  remained  "com- 
mitted to  community  pharmacy". 

"We  have  to  remain  aside  from 
the  compel  il  ion  issue,"  said  a 
source  close  to  health  secretary 
Stephen  I  torrell. 

Shadow  health  minister  Keith 
Barron  commented:  "Il  certainly 
isn't  cleai  that  abolition  of  RPM 
would  be  good  for  consumers  or 
in  the  public  interest,  bul  it  is 
clear  thai  il  could  mean  less 
choice  of  medicines  and  fewer 


places  in  which  to  buy  them." 

A  source  close  to  shadow 
health  secretary  t  hus  Smith 
admitted  there  was  hide  an 
incoming  Labour  Governmenl 
could  do  if  the  <  IFT  recommen- 
dation was  upheld  by  the  Restric- 
tive Practices  *  lourt. 

Guy  Howland  of  the  Patients' 
Association  said:  "We  are  very  con- 
cerned by  this  decision  II  will  lead 
to  major  inconvenience  to  the  pub 
lie  and  in  part iculai  in  patients 
who  rely  heavily  on  pharmacy  ser- 
vices. We  need  Governmenl  action 
now  to  slop  this" 


Blowing  in  the  wind:  these  balloons  represent  some  of  the  pharmacies 
that  may  close  if  RPM  is  abolished.  The  CPAG  released  a  total  of  3,000 
balloons  at  the  Conservative  Party  Conference  in  Bournemouth  to 
highlight  the  plight  of  community  pharmacy  to  conference  delegates. 
The  CPAG  representatives  pictured  are  (from  left):  Colette  McCreedy  of 
the  National  Pharmaceutical  Association,  CPAG  chairman  David 
Sharpe,  John  Ferguson  of  the  Royal  Pharmaceutical  Society,  Sheila 
Kelly  of  the  Proprietary  Association  of  Great  Britain,  and  the  Company 
Chemists'  Association's  Sharon  Buckle 
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NEWS 


PSNC  close  to  settlement 


The  Pharmaceutical  Services 
Negotiating  Committee  is  close 
to  finalising  this  year's  remunera- 
tion settlement. 

Chairman  Wally  Dove  said  on 
Monday  that  the  NHS  Executive 
was  still  being  intransigent  and 
unreasonable  over  late  pay- 
ments. PSNC  was  continuing  dis- 
cussions and  hoped  to  inform 
contractors  of  the  outcome 
within  the  next  few  weeks. 
Discounts  agreed:  PSNC  has 
agreed  the  target  discount  claw- 
back  rate  at  7.82  per  cent  for 
1996-97,  based  on  the  total  NIC. 
This  equates  to  a  rate  of  8.37  per 
cent  on  purchases  qualifying  for 
discount;  that  is,  excluding  zero 
discount  NIC.  The  previous 
year's  clawback  rate  was  7.74  per 
cent  based  on  total  NIC,  but  this 
was  reduced  to  7.63  per  cent  to 
reflect  the  introduction  of  zero 


The  Government  has  invited 
health  authorities  to  bid  for  up  to 
£40,000  each  from  an  £800,000 
dental  access  fund.  Seventy  of 
the  100  HAs  in  England  have 
applied  so  far. 

A  Family  Health  Services  Let- 
ter, FHSL  (96)  44,  states  that  the 
Department  of  Health  wants  HAs 


Although  football  strikers,  such 
as  Alan  Shearer,  could  set  you 
back  by  around  £15  million,  a 
ten-week  training  course  with 
Stockport  County  Football  Club 
costs  a  mere  £5.50,  but  only  if 
your  doctor  prescribes  it. 

An  innovative  scheme  from  the 
health  promotion  unit  at  Stock- 


discount  on  refrigerated  lines 
from  November  1,  1995.  The  cur- 
rent clawback  scale  is  recovering 
7.32  per  cent  of  total  NIC  or  7.87 
per  cent  of  NIC,  excluding  zero 
discount,  so  an  under-recovery  is 
now  taking  place.  PSNC  is  nego- 
tiating an  extension  -  beyond 
March  31,  1997  -  for  this  under- 
recovery  to  be  paid  back.  Once 
this  has  been  agreed,  a  new  claw- 
back scale  will  be  calculated 
with  a  view  to  it  being  effective 
from  December  1,  1996. 
Patient  packs:  PSNC  hopes 
soon  to  resolve  the  dead  stock 
issue,  but  some  Terms  of  Service 
details  have  still  to  be  ironed  out. 
The  joint  working  group  on 
patient  packs  hopes  to  get  back 
on  the  original  target  of  1998  for 
proper  implementation  of  the 
scheme.  This  would  mean  legis- 
lation covering  Terms  of  Seivice 


to  make  arrangements  with  den- 
tists, committing  them  to  speci- 
fied increases  in  list  size  in  return 
for  payments. 

Some  dentists  have  seen  this 
scheme  as  an  ill-disguised 
attempt  at  pre-election  bribery 
by  the  Government  . 

"The    word    'bribe'    is  far- 


port  Council  allows  doctors  to 
prescribe  training  sessions  with 
the  Second  Division  football  club 
for  patients  who  need  to  lose 
weight  or  need  exercise.  Patients 
prescribed  the  treatment  only 
pay  the  standard  prescription 
charge  of  £5.50  for  a  ten-week 
course.  If  they  get  bitten  by  the 


being  introduced  in  the  first  half 
of  next  year.  More  definite  infor- 
mation about  the  implementa- 
tion timetable  is  expected  by  the 
end  of  November. 
Local  budgets  1995-96:  PSNC 
has  received  further  evidence 
from  LPCs  that  local  budgets  are 
not  working.  Once  all  the  infor- 
mation on  expenditure  on 
devolved  services  has  been  col- 
lected, PSNC  will  raise  the  mat- 
ter again  with  the  NHS  Executive 
and  will  write  to  the  LPCs  with 
overspends. 

Devolvement  of  oxygen:  PSNC 
does  not  support  or  endorse  the 
managed  domiciliary  oxygen  ser- 
vice proposed  by  the  Oxygen 
Therapy  Co.  However,  the  com- 
pany provides  apparatus  for  use 
with  liquid  oxygen  -  the  Lox  sys- 
tem -  which  PSNC  believes  may 
have  clinical  advantages. 


fetched.  The  fund  is  there  to 
assist  with  targeting  specific  den- 
tal health  problems,"  says  an  offi- 
cial from  the  DoH. 

A  spokesman  for  the  British 
Dental  Association  welcomed 
the  new  money,  but  says  it  is  still 
difficult  for  patients  to  obtain 
NHS  treatment. 


fitness  bug  they  can  continue 
training  for  a  small  fee. 

Although  other  schemes  have 
prescribed  sessions  at  local  fit- 
ness centres,  this  is  the  first  time 
a  football  club  has  been  involved. 
The  scheme  is  being  organised 
by  Stockport  Council  and  a  local 
firm  in  association  with  the  club. 


PCSA  remains 
'open-minded' 
about  PRS 

The  Pharmacy  Computer  Suppli- 
ers Association  held  a  special 
meeting  last  week  to  discuss  the 
concerns  pharmacists  have 
raised  about  Practice  Resource 
Systems'  Health  Plus  Manager 
(C&D  September  21,  p384). 

Ian  Shepherd,  PCSA  secretary, 
told  C&D  this  week  that  the  Asso- 
ciation remained  open-minded 
about  the  new  system,  but  felt 
some  of  the  issues  raised  needed 
some  earnest  discussion,  particu- 
larly the  security,  ownership  and 
confidentiality  of  data  collected. 
The  PCSA  has  invited  PRS  repre- 
sentatives to  its  next  meeting  in 
November  to  help  members  give 
their  pharmacist  customers  bet- 
ter advice. 

The  PCSA,  which  represents 
over  90  per  cent  of  pharmacy 
computer  suppliers,  includes 
Boots,  Unichem  and  AAH  among 
its  members,  as  well  as  specialist 
computer  companies  such  as 
John  Richardson,  Chemtec  and 
Park  Systems.  The  group  has 
been  helping  the  NHS  develop  the 
pharmacist's  role  in  computer 
terms,  setting  standards  and  co- 
ordinating with  other  bodies  in  an 
effort  to  "move  forwards  with  fiat 
playing  fields",  said  Mr  Shepherd. 

PCSA  was  promoting  secure, 
open  and  common  standards  so 
all  pharmacists  could  develop 
their  professional  role  in  the  pri- 
mary care  team.  Members  at  last 
week's  meeting  emphasised  the 
need  for  pharmacists  to  be  able  to 
communicate  with  general  practi- 
tioners, other  NHS  networks  and 
wholesalers,  and  not  just  within  a 
closed  community. 

A  GP's  perspective 

Pharmacists  deal  with  general 
practitioners  more  than  any 
other  group  in  the  primary  care 
team,  yet  are  often  ignorant  of 
their  concerns  and  fears.  Many 
are  similarto  those  facing 
pharmacists.  In  an  environment 
where  the  two  professions  are 
being  encouraged  to  work 
together  more  closely,  an 
understanding  of  the  other 
man's  problems  can  help  build 
bridges. 

This  week,  and  regularly  in 
future  months,  Leeds  GP  Dr 
Harry  Brown  will  be  highlighting 
topical  issues  of  concern  among 
doctors,  and  giving  his  own 
'grass  roots'  perspective  on 
medico-political  issues.  See 
p579. 


'El-disguised  attempt  at  pre-election  bribery'  of  dentists 


Kick  off  some  of  those  extra  pounds 
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GP  recruitment  crisis 
is  deepening 

Tlif  recruitmenl  crisis  among 
general  practitioners  is  becoming 
more  pronounced  every  year. 
This  is  more  than  just  political 
bluster  from  UP  negotiators  try- 
ing to  secure  more  concessions 
from  the  Government.  Ministers 
are  now  well  aware  of  the  prob- 
lem's existence. 

Vocational  training  schemes 
designed  to  Irani  doctors  to 
become  fully-fledged  GPs  are 
finding  it  hard  to  fill  their  posts. 
Some  schemes  are  dependent  on 
foreign  doctors,  particularly 
those  from  the  European  Union. 

Practices  up  and  down  the 
country  are  all  having  difficulty  in 
finding  new  or  replacement  part- 
ners, despite  offering  generous 
terms.  Many  are  unable  to  find 
anyone  to  fill  their  gaps  and  strug- 
gle to  find  locums  to  help  with  the 
workload. 

Hither  1  hese  practices  ar  e  even- 
tually lucky  enough  to  recruit 
someone  or,  alternatively,  they 
contract  m  size  to  make  the  work- 
load easier  to  bear.  Particular  tar- 
gets can  include  closing  branch 
surgeries  or  refusal  to  take  on 
new  patients.  ( tbviously,  this  can 
have  a  dramatic  effect  on  the 
nearby  pharmacist,  if  surgeries 
close  or  relocate. 

I  nfori unately,  there  is  no  evi- 
dence that  the  recruitment  prob- 
lem is  easing;  if  anything,  the  sit  u- 
al k  in  is  continuing  to  deterii  irate. 

The  crisis  was  brought  in  to 
sharp  locus  by  Ihe  lesulls  of  a 
recent  survey.  Nearly  1,000  <iPs 
responded  and  68  per  cent  of 
them  had  experienced  difficulty 
in  finding  locum  cover  for  holi 
days,  -hisl  over  a  quarter  found 
that  securing  a  locum  was  so  dif- 
ficult that  the  holiday  had  to  be 
rearranged  or  even  cancelled 
( Inly  12  per  cent  of  the  sample 
said  they  had  no  problems  finding 
locum  cover. 

<  )ne  bizarre  result  from  the  sin 
vey  was  that  70  per  cent  of  the 
respondents  conceal  the  fact  that 
they  are  d<  ictors  when  they  are  on 
holiday! 

The  reasons  lor  this  recruit 
menl  crisis  are  varied.  The 
greater  burden  on  the  GP,  with 
more  work  being  delegated  from 
hospitals,  out  of  hours  cover  and 
the  highei  administrative  load 
have  all  taken  theii  toll  Morale 
has  been  sapped  and  this  has  had 
an  impact  on  those  aspiring  to 
general  practice 

Government  intervention  to 
reverse  this  trend  has  been 
painfully  slow.  Sadly,  general 
practice  is  not  the  only  health 
profession  to  be  blighted  by  such 
problems. 

/>'//  Ih  Harry  Brown,  u  GP  pra.c 
tising  in  Alwoodley,  Leeds. 


Unreasonable 
action  by 
Astra 


It  is  becoming  increasingly 
common  that  changes  in  pack 
sizes  or  product  range  are  met 
with  a  refusal  by 
pharmaceutical  companies  to 
offer  compensation  to  affected 
pharmacists. 

In  the  case  of  some 
discontinued  products,  the 
small  costs  involved  make  this 
policy  reasonable,  and  if  and 
when  I  next  see  the  Glaxo  rep, 
I  am  sure  he  will  compensate 
me  for  any  remaining  Ventolin 
tablets!  However,  other 
changes  can  have  serious 
financial  consequences  and 
the  recently  announced 
changes  to  Losec  packaging 
could  cost  me  dear. 

One  of  my  local  surgeries 
went  through  a  long  period 
when  a  prescription  for  two  x 
14  Losec  Caps  40mg  was 
commonplace  and  I  still  have 
in  stock  £75  of  little-used 
40mg  stock  to  prove  the  point. 
It  cost  the  surgery  nothing  to 
start  the  prescribing,  nor  did  it 
cost  them  anything  to  change 
that  policy  down  to  20mg  and 
now  even  more  commonly  to 
10mg.  Yet  the  probability  of 
me  using  my  40mg  residual 
stock  is  low. 

Astra  has  now  decided  to 
repackage  Losec  40mg  in 
strip  blisters  of  seven  caps 
for  current  H  pylori 
eradication  regimes.  So, 
whereas  I  would  have 
previously  been  paid  broken 


bulk  for  the  14-capsule  pack, 
I  will  either  lose  £8.86  for  the 
discarded  seven  capsules  or 
will  have  to  yet  again 
increase  my  stock  levels  to 
accommodate  the  new  pack  - 
keeping  my  fingers  crossed 
that  some  medical  fairy 
godmother  will  send  me  a 
script  to  use  up  my  remaining 
stock. 

This  action  by  Astra  is 
totally  unreasonable.  If  pack 
sizes  are  changed  unilaterally, 
then  the  company  should, 
after  a  reasonable  length  of 
time,  offer  to  compensate  for 
the  resulting  dead  stock. 

After  all,  it  is  not  as  if  Astra 
is  the  pharmaceutical 
industry's  pauper.  Losec 
now  accounts  for  15  per  cent 
of  my  nett  ingredient  drug 
costs,  the  profit  from  which 
should  enable  Astra  to  uplift 
my  potentially  £75  of  dead 
stock  without  making  too 
much  of  a  dent  in  its 
shareholders'  annual 
dividend! 


Seeing  donble 
standards 
from  spec 
sales 


There  is  no  doubt  that 
opticians  make  most  of  their 
money  on  the  profit  from  the 
sale  of  spectacles,  rather 
than  by  the  fees  charged  for 
the  professional  service  that 
they  provide.  Certainly,  the 
fee  recently  paid  for  an 
optometrist's  very 
comprehensive  half  hour's 
consultation  and  eye  test 
could  only  have  been 
subsidised  by  the  front  shop 


dispenser's  salesmanship. 
However,  it  is  this  unequal 
division  of  charges  that 
Unichem  now  intends 
exploiting  for  the  benefit  of  its 
pharmacy  members  (C&D 
Business  News  October 
19). 

Undoubtedly,  the 
dispensing  optician  is 
vulnerable  to  'creaming'  of 
profit  if  the  client,  having  had 
his  eye  test,  can  be  persuaded 
to  walk  out  of  the  shop  with 
the  prescription  unfilled  in 
order  to  seek  out  the  cheapest 
dispensing  alternative. 
However,  I  consider  this  is  a 
professional,  internal  problem 
that  has  to  be  resolved  by 
opticians  and  should  not  be 
seen  simply  as  a  commercial 
opportunity  by  pharmacists  to 
exploit  for  their  own  financial 
gain. 

If  I  was  presented  with  an 
optician's  prescription,  I 
would  feel  as  professionally 
responsible  for  its  proper 
dispensing  and  subsequent 
advice  as  I  would  for  the 
similar  care  I  would  provide 
clients  presenting  medical 
prescriptions  in  my 
pharmacy.  As  it  is,  I  am  not 
qualified  to  dispense  optical 
scripts  and  cannot  see  that  I 
can  properly  supervise  the 
optical  health  of  the  patient 
by  passing  that  responsibility 
to  a  third  party  central 
laboratory. 

Unichem  may  have 
demonstrated  the  commercial 
viability  of  its  scheme,  but  it  is 
now  suggesting  that  its 
members  practise  the  same 
double  standards  towards  the 
optical  profession  that  we 
ourselves  so  vehemently 
condemn  in  some  members 
of  the  medical  profession 
when  dispensing  in  rural 
areas. 

I  will  not  become  involved 
with  this  scheme,  regardless 
of  the  promised  profits,  and 
would  urge  all  other 
contractor  members  of 
Unichem  to  do  likewise. 
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Ciba  Laboratories  has  launched 
Diovan  (valsartan)  40mg,  80mg 
and  160mg  capsules,  a  highly 
selective  AT1  blocker  for  the 
treatment  of  hypertension. 
Initially  launched  into  hospital 
this  week,  Diovan  will  be  avail- 
able to  community  pharmacy  from 
December  2.  Further  information 
will  follow  in  next  week's  C&D. 
Ciba  Pharmaceuticals.  Tel:  01403 
272827. 


Gopten  licence 


Gopten  (trandolapril)  has  had  its 
licence  extended  for  use  in  post- 
myocardial  infarction  with 
proven  left  ventricular 
dysfunction.  The  licence 
extension  was  based  on  results 
from  a  Trandolapril  Cardiac 
Evaluation  (TRACE)  study,  which 
found  death  rates  of  patients 
given  Gopten  for  24-50  months 
was  22  per  cent  lower  than  with 
plcucebo    an  equivalent  of  76 
lives  saved  per  1,000. 
Knoll  Ltd.  Tel:  0115  9125028. 

Taxol  for  first-line  use 

Taxol  (paclitaxel)  has  received 
approval  for  first-line  use  in 
ovarian  cancer.  Research  is 
currently  being  conducted  on  its 
use  in  patients  with  non-small 
cell  lung  cancer. 
Bristol-Myers  Squibb 
Pharmaceuticals  Ltd.  Tel:  0181 
572  7422. 


From  November  1,  Elocon 
(mometasone  furoate)  will  be 
available  in  100rj  tubes  of 
ointment  and  cream  (basic  NHS 
price  £14.05  per  tube)  in  addition 
to  the  existing  30g  ointment  and 
30ml  lotion. 

Schering-Plough  Ltd.  Tel:  01707 
363636. 

Timolol  Eye  Props 

Lennon  Pharmaceuticals  has 
added  Timolol  Eye  Drops  0.25  per 
cent  (5ml,  basic  NHS  price  £5.18) 
and  0.5  per  cent  (5ml,  £5.82)  to  its 
generics  portfolio. 
Lennon  Pharmaceuticals.  Tel: 
01484  604506. 

Tampovagan  swap 

Co-Pharma  has  acquired 
Tampovagan  pessaries 
(stilboestrol  500mcg)  from 
Norgine.  The  basic  NHS  price  for 
ten  pessaries  will  rise  to  £7.00 
from  November  1. 
Co-Pharma  Ltd.  Tel:  01923  710934. 


New  Protium  PPI 
with  minimum 
interactions 


Protium  (pantoprazole  40mg)  is  a 
new  proton  pump  inhibitor  from 
Knoll,  which  has  been  shown  to 
exhibit  no  significant  drug-drug 
interactions. 

In  contrast  witli  other  PPIs, 
Protium  (28  enteric-coated 
tablets,  basic  NHS  price  £29.76) 
shows  no  interaction  with  the 
cytochrome  P450  system  and 
consequently  no  interaction  with 
dings  that  are  metabolised  via 
this  system,  such  as  digoxin,  war- 
farin and  oral  contraceptives. 
Bioavailability  is  not  affected  by 
co-administration  with  food  and 
antacids. 

Pantoprazole  is  indicated  for 
the  treatment  of  moderate  to 
severe  reflux  oesophagitis  and 
peptic  ulcers  The  dose  is  one 
tablet  daily  swallowed  whole 
before  or  during  breakfast. 

The  length  of  a  course  for  duo- 
denal ulcer  is  two  to  four  weeks 
and  four  to  eight  weeks  for  gas- 
tric ulcer  and  gastro-oesophageal 
reflux.  Due  to  insufficient  data  at 


present,  courses  should  not 
exceed  eight  weeks.  In  gastric- 
ulcer,  malignancy  should  be 
excluded  before  therapy. 

No  dose  adjustments  are 
needed  in  the  elderly  and  renal 
impairment.  In  hepatic  impair- 
ment, the  dose  should  be 
reduced  to  one  tablet  every 
other  day.  The  drug  should  be 
avoided  during  pregnancy  and 
lactation,  unless  benefit  out- 
weighs risk. 

Studies  have  shown  pantopra- 
zole to  be  more  effective  than 
ranitidine  and  as  effective  as 
omeprazole  in  the  treatment  of 
peptic  ulcers  -  healing  rates  were 
88  per  cent  after  four  weeks  com- 
pared with  77  per  cent  for 
omeprazole. 

The  drug  is  highly  selective 
and  is  only  fully  activated  at  very 
low  pH  conditions.  Headache 
and  diarrhoea  are  seen  occasion- 
ally; skin  rashes,  pruritus  and 
dizziness  rarely. 
Knoll  Ltd.  Tel:  0115  912  4766. 


Lofepramine  in  new  oral  form 


Rosemonl  Pharmaceuticals  has 
launched  the  first  licensed 
lofepramine  oral  liquid. 

Lofepramine  Oral  Suspension 
(200ml,  basic  NHS  price  £24.65) 
comes  in  a  70mg/5ml  strength 
and  a  cherry-flavoured,  sugar- 


free  formulation.  Until  now,  only 
tablets  have  been  available. 

The  liquid  has  been  launched  to 
aid  compliance  and  help  patients 
with  swallowing  difficulties. 
Rosemont  Pharmaceuticals  Ltd. 
Tel:  0113  244  1999. 


Zipzoc  medicated  stocking 


Zipzoc,  the  first  zinc  oxide- 
impregnated  medicated  stock- 
ing, has  been  launched  by  Per- 
storp  Pharma, 

It  is  available  on  the  NHS  ( f<  >ur 
stockings,  basic  NHS  price 
£  13.96;  ten,  £34.90)  and  is  classed 
as  a  licensed  medicine  (P)  rather 
than  as  an  appliance  in  the  Drug 
Tariff. 

The  sterile  rayon  stocking  is 
impregnated  with  an  ointment  of 
zinc  oxide  20  per  cent,  liquid 
paraffin  and  v.  lute  soft  paraffin 


and  is  indicated  for  the  treatment 
of  chronic  leg  ulcers. 

The  stocking  should  be  pulled 
over  the  leg  with  any  additional 
compression  hosiery  on  top.  It 
can  be  left  on  the  leg  for  up  to  a 
week,  but  duration  and  fre- 
quency of  application  will 
depend  on  the  clinical  condition. 

Zipzoc  does  not  shed  fibres 
and  is  less  messy  than  traditional 
zinc  paste  bandages. 
Perstorp  Pharma  Ltd.  Tel:  01256 
477868. 


Clotam:  new  NSAID 
for  migraine 

Thames  Laboratories  has 
launched  Clotam  capsules  (  tolfe- 
namic acid  200mg),  the  first  non- 
steroidal anti-inflammatory  drug 
to  be  licensed  in  the  UK  for  acute 
migraine. 

Clotam  exerts  its  effect  by 
inhibiting  the  synthesis  of  both 
prostaglandins  and  leukotrienes 
and  has  been  shown  to  be  more 
effective  than  aspirin  and  parac- 
etamol in  controlling  migraine. 
The  drug  is  not  indicated  for  any 
other  conditions. 

The  recommended  dose  is  one 
200mg  capsule  when  the  symp- 
toms of  migraine  first  appeal', 
repeated  once  every  two  to  three 
hours  if  no  initial  response  is 
achieved.  No  dose  adjustments 
are  needed  for  the  elderly;  paedi- 
atric  doses  have  not  yet  been 
established. 

Contra-indications  and  precau- 
tions for  tolfenamic  are  the  same  as 
the  standard  warnings  for  other 
NSAIDs.  Preclinical  safety  data 
have  shown  the  drug  to  have  a  high 
therapeutic  index,  with  gastro- 
intestinal ulceration  and  kidney 
changes  only  seen  with  oral  doses 
between  six  and  ten  times  the  max- 
imum dose.  Tolfenamic  was  not 
found  to  affect  renal  function  in 
human  volunteers. 

The  basic  NHS  price  for  Clotam 
ten-capsule  packs  is  £10. 
Thames  Laboratories  Ltd.  Tel: 
01978  661351. 

New  nutritional 
feeds  from  Fresenius 

Presenilis  has  introduced  two 
new  nutritional  feeds,  one  of 
which  is  specific  to  children. 

Provide  Xtra,  a  non-milk  sip 
feed  for  adults  and  children,  has  a 
more  comprehensive  formula  to 
the  existing  Provide  range.  It  con- 
tains 13  vitamins  and  11  minerals 
and  trace  elements;  higher  energy 
content  (250  calories  per  200ml 
compared  with  120  calories  with 
Provide);  and  more  protein  (7.5g 
per  200ml). 

Provide  Xtra  (200ml  Tetrabrik 
carton,  basic  NHS  price  £1.45) 
comes  in  seven  fruit  flavours  and 
is  expected  to  be  submitted  for 
ACBS  approval  in  the  future. 

The  company's  other  addition 
is  Frebini,  a  nutritionally  com- 
plete enteral  feed  for  children 
aged  one  to  six  years.  It  is  cur- 
rently awaiting  confirmation  of 
ACBS  approval. 
Fresenius  Ltd.  Tel:  01928  579444. 
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Sharp,  stabbing  sore  throats  deserve 
Strepsils  anaesthetic  action 


% 


Presentation:  Grculai  green 

■ 

■ 

Also  contains  Sucrose. 

Indigo  Carmine  Indications 
Symptomatic  relief  of  severe 
sore  throats  Dosage  & 
Administration  Adults  and 
children  over  1 2  years:  One 
lozenge  to  be  sucked  every 
2  hours  as  required.  No 
more  than  8  lozenges  to  be 
sucked  in  any  24  hour 
period.  Contra-indications 
Not  recommended  for 
children  under  12  years  of 
age  Precautions  li 
pregnant  or  breast  feeding, 
consult  your  doctor  before 
using  this  product.  If  you 
are  allergic  to  any  of  the 
ingredients  listed,  do  not 
use  this  product.  Consult 
your  doctor  if  symptoms 
persist  or  are  accompanied 
by  high  fever  or  headache. 
Side  effects:  M.jy 
occasionally  cause  allergic 
reactions  Packaging 
Quantities:  24  lozenges  in  a 
carton  Legal  category  [P]. 
RSP:  LI  IS  PL  0327/0078. 
Product  Licence  Holder  & 
Manufacturer;  Crookes 
Healthcare  Ltd,  Nottingham 
NG2  3AA  Prepared 
September  1996 
Presentation:  Bed  liquid 
containing  Lidocame 
Hydrochloride.  Ph.  Eur. 
(Iignocaine)  2.6mg  per  spray. 
Also  contains:  Pui  ifted 
water,  sorbitol  solution, 
flavourings,  (levomenthol 
peppermint,  aniseed), 
sodium  citrate,  saccharin, 
alcohol,  carmoisine  edicol 
(EI22)  Indications 
Symptomatic  relief  of  severe 
sore  thoat;  Dosage  & 
Administration:  Adults  and 
children  over  12  years;  Aim 
nozzle  at  back  of  throat  and 
spray  three  times;  this  is 
one  dose.  Repeat  every 
three  hours  as  required.  No 
more  than  six  doses  m  any 
24  hour  period. 
Contra-indications:  I!  you 
are  allergic  to  any  of  the 
ingredients  listed  do  not  use 
this  product  Patients 
suffering  from  asthma  or 
bronchospasm  Not 
recommended  for  children 
under  1 2  years  Do  not 
inhale  whilst  spraying  and 
avoid  contact  with  the  eyes. 
Precautions:  If  \yrnpt.<  >m\ 
persist  or  new  symptoms 
arise  (fever,  headache, 
nausea  and  vomiting)  talk  to 
your  pharmacist  or  doctor 
If  pregnant  or  breast 
feeding,  or  taking  any  other 
medication,  consult  your 
doctor  before  using  this, 
product  Side  effects  f  lay 
occasionally  cause  allergic 
reactions.  Patients  may 
experience  numbness  of  the 
tongue  and  therefore  care 
may  need  to  be  taken  in 
eating  and  drinking  hot 
foods  Packaging  Quantities 
20ml  bottle.  Legal  category 
[P]  RSP  I  i.99  PI 
0327/0089  Product 
Licence  Holder  & 
Manufacturer   Cro<  >l  es 
Healthcare  Ltd,  Nottingham 
NG2  3AA  Strepsils  is  a 
Trademark  Prepared 
September  1996 


NEW 


Strepsils 

DIRECT  ACTION 
SPRAY 


Anaesthetic  to  numb  pain 
Medicine  (or  severe  sore  throats 


DUAL  ACTION 

Strepsils 


MEDICINE  FOR  SEVERE  SORE  THROATS 


i  '  20ml  About  50  Donoa 

Contains  lidocaine  hydrochloride 


For  immediate  sore  throat  relief  delivered 
right  to  the  point  of  the  pain,  offer  your 
customers  New  Strepsils  Direct  Action 
Spray.  Or,  for  effective  anaesthetic  action 
in  a  lozenge,  there's  Strepsils  Dual  Action, 
supported  by  extensive  TV  advertising. 

With  the  trusted  Strepsils  name  now 
with  anaesthetic,  both  products  make  an 
effective  recommendation. 
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RECOMMEND  THE  ANAESTHETIC  WITH  THE  NAME  THEY  TRUST 


Help  at  hand 

Pharmax  is  promoting 
Infacol.  its  treatment  for 


New  recruit  joins  Melius 


colic,  with  a  new  colic 
helpline  and  free 
information  leaflet.  The 
Infacol  Colic  Helpline 
(0181  994  9874)  is  open 
between  2.00pm  and 
10.00pm  until  March.  For 
copies  of  the  information 
leaflet  call  01494  448588. 
Pharmax  Ltd. 
Tel:  01 322  550550. 

Cool  gel 

Tisserand  has  launched 
Tea-Tree  and  Kanuka  Gel 
(£4.40).  It  is  suitable  for 
both  men  and  women,  and 
is  formulated  to  help 
relieve  and  sooth  skin 
irritations  from  shaving 
rash  to  spots. 
Aromatherapy  Products 
Ltd. 

Tel:  01273  325666. 

APS  Advances 

Polaroid  (UK)  has 
launched  two  new 
Advanced  Photo  System 
cameras  -  one  focus-free, 
the  other  an  autofocus 
model.  Polaroid's  new 
5500  (£69.99)  and  6500 
(£79.99)  APS  cameras  are 
offered  in  a  gift  box 
containing  camera, 
Polaroid  APS  film,  battery, 
instruction  book,  carrying 
case,  wrist  strap  and 
quick  start  instruction 
card. 

Polaroid  (UK)  Ltd. 
Tel:  01 582  632000. 

Cremalgin  relaunch 

Co-Pharma  has 
relaunched  Cremalgin 
Balm  with  new  packaging. 
The  company  recently 
acquired  the  brand  from 
Rhone-Poulenc  Rorer.  The 
relaunch  will  be  supported 
by  nationwide  advertising. 
Co-Pharma  Ltd. 
Tel:  01923  710934. 

Value  pack 

BIV1S  Laboratories  is 
launching  its  Gluco- 
samine tablets  in  a  new 
extra-value  size.  The  pack 
contains  90,  400mg 
Glucosamine  Sulphate 
tablets,  and  is  priced  at 
£19.99. 

BMS  Laboratories  Ltd. 
Tel:  01482  860228. 


Seton  Healthcare  has 
added  an  expectorant 
with  decongestant 
variant  to  its  Meltus 
winter  remedies  range. 

Adult  Meltus 
Expectorant  with 
Decongestant  linctus 
(100ml,  £2.85)  carries  a 
P  licence  and  is 
positioned  for  the  relief 
of  chesty  coughs  with 
nasal  congestion. 

The  active  ingredients 
are  guaiphenesin 
( 100mg/5ml)  and 


Tixylix  Night-time  is  now 
available  in  a  sugar-free 
version. 

The  cough  mixture 
contains  a  sugar 
substitute  -  lycasin  -  and 
has  a  pleasant 


Advanced  Pain 
Management  has 
launched  Xpain  2000,  a 
hand-held  electronic 
device  which  helps  to 
relieve  a  variety  of  body 
pains. 

It  works  through  TSE 
( Trancutaneous  Spinal 
Electroanalgesia ).  Brief 
electrical  signals  are 
transmitted  through  two 


pseudoephedrine 
(30mg/5ml).  It  also 
contains  menthol  to 
ease  breathing.  The 
maximum  dose  is  10ml 
three  times  a  day. 

The  non-drowsy 
formulation  is  not 
recommended  for 
children  under  12. 

The  company  is 
backing  Meltus  with  a 
SI  million  support 
package  this  winter. 

There  will  be  a 
consumer  advertising 


blackcurrant  flavour.  It  is 
the  only  sugar-free 
variant  in  the  Tixylix 
range.  The  retail  price  is 
£2.49  for  100ml. 
Intercare  Products  Ltd. 
Tel:  01 734  790345. 


electrodes  placed  over 
the  spine,  which  work  to 
treat  the  whole  body 
(treatment  time  is  about 
20  minutes). 

The  product  helps  to 
relieve  neck  and  back 
pain,  stress  aches, 
anxiety,  migr  aines  and 
menstrual  pains.  The 
company  claims  the 
product  is  completely 


campaign  on  regional 
and  national  TV  for 
eight  weeks  during 
December  and  January 
in  the  GMTV,  Carlton, 
Central,  Granada, 
Yorkshire,  Scotland  and 
Border  regions.  It  is 
estimated  that  the  ad 
will  reach  up  to  22.5 
million  people, 
including  83  per  cent  of 
all  housewives. 
Seton  Healthcare  Group 
pic. 

Tel:  0161  652  2222. 

'Tune'  in  to 
fruitier  flavours 

Mars  Confectionery  has 
launched  new  fruitier 
Orange  and  Blackcurr  ant 
Times  (£0.36). 

The  reformulation 
follows  consumer- 
research  by  Mars  which 
indicated  that  consumers 
enjoy  medicated 
confectionery  with  fruity 
flavours,  finding  them 
both  soothing  and 
effective. 

Fruitier  Times  feature 
new  packaging,  designed 
to  complement  Times 
Original  Cherry  flavour. 

The  launch  will  be 
supported  with  a  £2.1 
mrllii  m  national  TV  and 
consumer  PR  campaign 
throughout  the  winter. 
Television  advertise- 
ments will  continue  to 
feature  the  strapline, 
'Times  help  you  breathe 
more  easily'. 
Mars  UK  Ltd. 
Tel:  01753  550055. 


painless,  has  no  known 
side-effects  and  does  not 
interfere  with  the 
effectiveness  of 
medication. 

Xpain  2000  retails  at 
£169,  is  suitable  for  home 
use  and  does  not  mask 
acute  pains. 
Advanced  Pain 
Management  Ltd. 
Tel:  01200  444449. 


Galpharm  adopts 
new  Galprofen 
branding 

Galpharm  is  now 
branding  its  ibuprofen- 
based  products  as 
Galprofen. 

The  first  item  to  appear- 
under  the  new  name  is 
Galprofen  Cold  and  Flu 
(12  tablets,  £1.59). 
Although  it  contains  only 
ibuprofen  200mg,  it  has 
been  packaged  and 
positioned  specifically  for 
the  GSL  winter  remedies 
market. 

Galpharm  Ibuprofen 
12s  are  next  up  for 
rebranding  and  the 
company  says  a  number 
of  P  and  GSL  categories 
will  follow  suit, 
Galpharm  International 
Ltd. 

Tel:  01226  779911. 

Back  in  the  news 

A  national  advertising 
campaign  is  highlighting 
Seven  Seas  Pulse  High 
Strength  Triomega 
Concentrated  Pure  Fish 
Oils  until  the  end  of 
November.  Full-colour  ads 
are  appearing  in  the  Daily 
Mail,  Sunday  Times  and 
women's  magazines.  The 
campaign  is  part  of  a 
£500,000  support  package. 
Seven  Seas  Ltd. 
Tel:  01482  375234. 

Plum  happy! 

Ultra  Glow  Cosmetics  has 
launched  a  new  plum- 
coloured  lipstick. 
Elderberry  lipstick  (£4.50) 
is  enriched  with 
moisturising  ingredients. 
Ultra  Glow  Cosmetics  Ltd. 
Tel:  01 206  576611. 

November  best  buys 

Best  buys  in  AAH  Pharma- 
ceuticals' monthly  offers 
magazine  for  November 
include  Benylin  and  the 
Aquafresh  dental  care 
range.  Other  discounted 
lines  with  higher  PORs 
include  Kleenex  tissues, 
Tampax,  the  Dove  bath  and 
shower  range,  and  Trans- 
vasin  sports  products. 
AAH  Pharmaceuticals  Ltd. 
Tel:  01928  717070. 


Tixylix  Night-time  goes  sugar-free 


Expell  away  advanced  pain  with  Xpain  2000 
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SERIOUS,  MORE  PRACTICAL  -  FASHY  HOT  WATER  BOTTLES 

Resistant  to  boiling  water,  brilliant  and  fade 
proof  colours,  innovative  and  fun. 

Integrally  moulded  hot  water  bottles  with 
jointless  neck  preventing  leakages. 


Manufactured  to 
British  Standard 
(B.S. 6728/1:1986) 


Sen  3V  to: 

SPECTATOR  SPORTS  LTD.  25  Empire  Centre,  Imperial  Way, 
Watford,  WD2  4YH,     Tel.  01923  247363,    Fax:  01923  210074 


COUNTERPOINTS 


Lil-lets  updates  Applicator  range 


Smith  &  Nephew  is 
relaunching  its  Lil-lets 
Applicator  tampons  with 
new  packaging  on 
November  1 . 

The  range  now 
features  a  'comfort'- 
shaped  applicator  tube, 
designed  to  make 
insertion  easier,  plus  a 
flushable  colour  co- 
ordinated tampon 
wrapper  to  match  the 
relevant  absorbency 
level. 

The  Regular  and 
Super  10s  and  16s  have 
been  repackaged  in 
'tissue-style'  cartons. 
Designed  to  maximise 


on  shelf  space,  these 
now  feature  dark  blue 
packaging  and  stand 
vertically,  which 
brings  them  into  line 
with  the  Non-Applicator 
range. 

The  launch  is  being 
supported  with  a 
£2.5  million  spend  over 
the  next  12  months.  A 
national  television  and 
sampling  campaign  is 
planned  for  the  early 
months  of  next  year, 
followed  by  radio 
advertising. 
Smith  &  Nephew 
Consumer  Products  Ltd. 
Tel:  0121  327  4750. 


More  'Understanding'  from  the  Family  Doctor  Series 


There  are  two  new 
'Understanding'  guides  in 
the  Family  Doctor  Series 
of  books. 

'Understanding 
Pregnancy'  and 
'Understanding  Feeding 
Your  Baby'  are  written  by 
Elizabeth  Fenwick  in 
conjunction  with  the 
British  Medical 
Association. 

'Understanding 
Pregnancy'  is  designed  to 

Dynamic  duo 

Woody  and  Buzz 
lightyear,  stars  of  the 
movie  'Toy  Story',  have 
teamed  up  with  Olympus 
to  launch  a  range  of 
camera  gift  sets.  An 
Olympus  Shoot  &  Go  R 
camera  with  exclusive 
case  and  colour  postcard 
featuring  Buzz  and  Woody 
is  £29.99.  A  Trip  200 
compact  camera  set, 
which  includes  a  Toy 
Story'  photo  album  and 
case  is  £44.99. 
Olympus  Optical  Co  (UK). 
Tel:  0171  253  2772. 

Feel  Perfecte! 

L'Oreal  is  launching  Feel 
Perfecte  Powder  on 
December  1.  The  company 
says  it  has  a  light  formula- 
tion and  works  to  leave  a 
natural,  smooth,  long- 
lasting  finish.  Fee! 
Perfecte  Powder  (£6.59) 
comes  in  four  shades: 
Translucent,  Pale  Ivory, 
Biege  Blush  and  Sand 
Biege. 

L'Oreal.  Tel:  0171  937  5454. 


give  detailed  advice  on 
everything  to  do  with 
pregnancy,  from  planning 
it  to  emotional  and 
physical  feelings  after 
the  birth. 

'Understanding 
Feeding  Your  Baby' 
describes  what  food 
babies  and  toddlers  need 
and  discusses  the 
advantages  and  disadvan- 
tages of  breastfeeding 
and  bottle-feeding. 


Both  guides  are 
available  from 
pharmacies  at .£2.49,  or 
direct  from  the  publisher 
(including  £0.50  p&p). 
For  further  information 
write  to  Philippa  Smith 
at: 

Family  Doctor 
Publications, 
14  Princeton  Court, 
Felsham  Road, 
London  SW151AZ. 
Tel:  0181  780  5020. 


Value  for  money  from  Dixcel 


Jamont  is  running  an  on- 
pack  money-off 
promotion  on  its  Dixcel 
Family  Value  range  of 
tissues  and  towels  from 
the  end  of  October. 

The  promotion  is  due 
to  run  for  two  months  on 
four  and  nine-roll  packs 
of  white  and  pink  toilet 
tissue,  and  gives 
c<  msumers  a  choice  of 
two  money-saving  offers. 

A  £0.10  voucher'  on 
four-roll  packs  and  a 
£0.20  voucher  on  nine 


rolls  will  give  money  off 
any  future  purchase  of 
Dixcel  Family  Value 
facial  tissues,  kitchen 
towels,  or  four-  and  nine- 
roll  toilet  tissue  packs. 

Alternatively,  by  saving 
vouchers  to  the  value  of 
£0.50,  consumers  can 
send  for  a  £2  booklet  of 
Family  Value  vouchers. 
These  are  also 
redeemable  against 
Family  Value  purchases. 
Jamont  UK  Ltd. 
Tel:  01 656  684500. 
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Paper  promotions  from  Vantage 


Vantage  is  offering 
discounts  on  a  selection 
of  its  feminine  hygiene 
and  tissue  products  until 
November  30,  or  while 
stocks  last. 

Trade  discounts  of  12.5 
per  cent  are  available  on 
feminine  hygiene 
products.  Vantage 
Applicator  Tampons  are 
reduced  from  £7.44  trade 
to  £6.51.  Digital  Tampons 
are  down  from  £15.27  to 
£13.36. 

Vantage  Applicator 
Tampons,  in  pack  sizes  of 
eight  and  outers  of  12, 
offer  an  rsp  of  £0.99,  and 
aPOR  of  35.6  percent. 
The  Digital  variants,  in 
pack  sizes  of  20  and 


outers  of  12,  have  an  rsp 
of  £1.89  andaPORof 
30.8  per  cent. 

Discounts  of  12.5  per 
cent  are  available  on  four 
outers  of  any  mix  of 
Vantage  Tissues  in  the 
Mansize,  Soft  White,  Soft 
Coloured  and  Cosmetic 
variants.  All  four  lines 
have  an  rsp  of  £0.95  and 
a  POR  of  32.6  per  cent. 

A  special  'Save  £3' 
offer  is  available  on 
Vantage  quilted  shop 
waistcoats,  available  in 
sizes  8-16.  The  trade 
price  is  normally  £14.70, 
but  while  stocks  last  it  is 
reduced  to  £11. 70. 
AAH  Pharmaceuticals. 
Tel:  01928  717070. 


Metallique  shade  range  shimmers 


L'Oreal  is  introducing 
Metallique,  a  range  of 
shimmering  metallic 
shades  for  nails,  eyes  and 
lips,  on  December  1. 

Metallique  Colour 
Endure  Stay-On  Nail 
Enamel  (seven  shades, 
£3.99),  Crea  Couleureye 


shadow  (£3.49)  and 
Rouge  Sublime  lipstick 
(£4.99)  have  been 
created  for  the  Christmas 
party  season,  and  will 
be  available  until 
December  31. 
L'Oreal. 

Tel:  0171  937  5454. 


J&J  now  soothing  sore  babies 


Johnson's  Baby  Nappy 
Rash  Cream  is  the  first 
product  in  the  new 
Johnson's  Baby 
Therapeutic  range. 

According  to  the 
company,  the  cream 
(220gtub,  £3.99  and  HOg 
tube,  £2.39)  is 
hypoallergenic  and 
formulated  to  help  fight 
nappy  rash,  and  minimise 
the  chance  of  it  re- 
occurring.  A  combination 
of  zinc  oxide  and 
panthenol  helps  to 
soothe  the  baby's  skin, 
while  a  blend  of  oils  and 
waxes  works  to  prevent 
nappy  rash  by  forming  a 
'breathable  barrier'.  The 
cream  also  contains  an 
anti-bacterial  ingredient, 
which  helps  to  protect 
againsl  furthei 
n  i  ital  ii  mi 

J&J  is 
supporting  the 
launch  with  a  £1.5 
million  national 
advertising  and 
education 
programme, 
starting  in 
November. 
Education  leaflets 
will  lie  available 


to  customers  through 
pharmacies,  and  POS 
material  will  highlight  the 
product  in-store. 

Additional  support  will 
include  Bounty  sampling 
to  pregnant  and  new 
mothers,  plus  a 
consumer  hotline  for 
mums  to  call  to  obtain 
free  samples. 

Press  advertising  in 
parenting  magazines  will 
begin  in  January. 
Johnson  &  Johnson  Ltd. 
Tel:  01628  822222. 
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Solpaflex.  Now  it's  on  TV,  everyone  will  be  asking  for  it. 

CONTAINS  IBUPROFEN  AND  CODEINE 

Throughout  November,  Solpaflex  Tablets  will  be  on  TV  with  a  C1 .5m  burst. 
This  is  just  part  ot  the  massive  £3. 2m  marketing  spend  driving 
this  exciting  new  Pharmacy-Only  brand  from  SmithKline  Beecham. 
There's  going  to  be  a  huge  demand  so  make  sure  you  stock  up  now  and, 
of  course,  don't  forget  to  save  some  for  yourself. 


Product  Information.    Presentation:  ('ink.  Iilm  ( o.iicrl  Uild'.  m.itkrd  with  tntitr  :.nlp,illi'x.  unit,  i|  llmpidlm  I'h  hit  I'IHInhi 

turalgla,  denial  pain,  and  dysmenorrhoea  Dosage  and  administration:  Adults  one  oi  two  tablets  every  -I  lo  6  hours  Nol  re  than  6  tat) 

idividually  by  dot  lor  Children  fundei  12  years)  Nol  ret  ommended  Contraindications:  Known  allenjy  in  iri(j»*t(ii'nt-.  m  lu-.tm v  ut  [jeptii  uti 

history  (if,  tiffjiu  hi, [I  ,r,tlima  ni  .ill<'fi|i<  iWr.vr  Unv,  'iciisitivily  with  .r.|)inn  in  nlhi'i  mm  :.tcfi)iil.il  <inh  intl.imiti.ilotv  illili|s  :.hniil(l  In1 i  mi 
v/  (Jay.  of  r  oiiiliiin'il  trr-itniriit  with  null  <  n,i(|iil,in1  lli>'i.i|iv  Avon  I  in  [iii'ijii-iin  v  •mil  h'  latum  mil'",',  rv.rnlui  tin  not  drive m  (ipn.il'1  t 
•rrliiKI  I      Iri'f|iji'ii1ly,  '.kid  r.r.hi",  .iiul  IhiomljiHylnnHiu  tlnrlmiii'  rn,iy  i  au\e  ( iirr.fi|).ilii)N,  luuwa,  di/zint".',  .mil  rfroWMin-y,  ,k  i  oolmi)  I 

Product  licence  holder:  SmittiKI       B  ham  Consumei  Healthcare,  Brentford,  fWti  9BD     Presentation  and  RSP:  \2 

"oOlnaflex"  i';  a  trademark 


ii)  Codeine  Phosphate  Hemfhydiale  Pit  Em  I2.8mq  Uses:  Relie)  ol  pain  in  such  conditions  as  rheumatic  and  musculat  pain,  backache, 
',  in  hours  Consult  a  doi  lot  it  symptoms  persist  lot  more  lhan  1  days  Elderly  with  impaired  renal  and  hepatic  function  should  have  dose  assessed 
ation  Precautions:  Use  with  i  aution  In  patients  with  gastrointestinal  disease  Brora  hospasm  may  be  precipitated  in  patients  suttering  from,  or  with 
leied  Caution  required  in  patients  taking  monoamine  oxidase  inhibitors,  thiazide  diuretics  oi  oral  anti-coagulants  MmnN  prothrombin  time  lot  lirsl 
i  hinery  it  allet  led  liv  dizziness  oi  sedation  Side  effects:  llKipmlmi  ni.iy  i  au\r  (lasiioinirsimal  ilMurliam  e,  peptk  ulceration  and  gastrointestinal 
ceplibitily  Legal  category:  f   Product  licence  number:  0071/0431    ^^SHE  SmithKline  Beecham 
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COUNTERPOINTS 


actolite  moves  into  pharmacy 


Lactolite  lactose-reduced 
UHT  milk  is  now 
available  to  pharmacy. 

It  is  the  only  cow's 
milk  product  suitable  for 
lactose-intolerant  people. 
It  contains  the  same 
nutritional  value  as 
ordinary  cow's  milk,  but 
the  lactose  content  is 
reduced  by  95  per  cent. 

Lactolite  is  available  in 


500ml  Tetra  Pak  cartons 
(S7.08)  and  has  a  shelf 
life  of  26  weeks. 

Scientific  research  has 
revealed  that  over'  1  per 
cent  of  British  people 
suffer  from  lactose 
intolerance,  which 
causes  abdominal  pain 
and  nausea. 
Unichem  pic. 
Tel:  0181  391  2323. 


Rhodius  adds  sparkle  to  UK  market 


Rhodius,  Germany's 
number  one-selling 
canned  mineral  water,  is 
now  available  in  the  UK 
through  sole  importer 
Shackleford  Sales. 

One  can  (330ml,  £0.40) 
provides  16.5  per  cent  of 


the  recommended  EEC 
daily  intake  of 
magnesium. 

The  water  is  available 
to  the  trade  in  cases  of 
24  x  330ml  cans. 
Shackleford  Sales  Ltd. 
Tel:  01483  456644. 


Iron  brew  from  English  Grains 


English  Grains 
Healthcare  is  extending 
its  Yestamin  range  with 
the  launch  of  Yestamin  B 
Complex  and  Iron  (180 
tablets  -  two  months' 
supply,  £2.99). 

The  new  product 
combines  brewers  yeast 
with  100  per  cent  of  the 
recommended  daily 
allowance  of  vitamin  B, 
iron  and  vitamin  C, 
which  the  company 
claims  helps  to  boost 
energy  levels  and 


maintain  good  health. 

Yestamin  B  Complex 
and  Iron  is  packaged  in  a 
white  plastic  pot,  with  a 


tamper-proof  lid. 
English  Grains 
Healthcare. 
Tel:  01283  228300. 


Crookes  to  spend  &2million  on  TV 


Crookes  is  spending  52 
million  on  a  national  TV 
advertising  campaign  for 
its  sore  throat  products, 
running  from  November 
to  January. 

The  launch  of  new 
Strepsils  Direct  Action 
Spray  (C&D  October  19) 
aims  to  capitalise  on  the 
growing  demand  for 
stronger  products.  A 
market  survey  by 
Crookes  revealed  that 
anaesthetic  sprays  are  the 


fastest-growing  throat 
category  in  pharmacy. 
Crookes  is  distributing 
sample  packs  and 
assistant  training  material 
to  pharmacies. 
#  Dequadin's  indications 
to  treat  inflammation  of 
the  throat,  mouth,  gums, 
tonsillitis,  pharyngitis 
and  the  relief  of  oral 
thrush  are  highlighted  for 
the  1996-97  season. 
Crookes  Healthcare  Ltd 
Tel:  0115  953  9922 


Efamol  for  Wellbeing 

Wellbeing,  the  health 
research  charity  for 
women  and  babies,  and 
Efamol  have  joined 
together  to  produce  a 
leaflet  on  nutrition  and 
women's  health. 

'Nutrition  &  Women's 
Health'  covers  changes  in 
diet  throughout  a  woman's 
life.  For  a  free  copy  of  the 
leaflet  send  an  SAE  to: 
Wellbeing,  27  Sussex 
Place,  London  NW1  4SP. 
Efamol  Ltd. 
Tel:  01 483  304441. 


Every  one  of  cooling  Forehead-Cs  ingredients  is  either  completely  natural  or  used  in 
foods  bought  every  day  in  shops  world-wide. 

This  tasty  fact  ensures  that  Forehead-C  can  he  recommended  safe 
in  the  knowledge  that  every  one  of  its  ingredients  is  safe; 
ingredients  such  as  High  Polymers  sodium  polyacrylate, 
polyethylene  glycol  200,  carmellose  sodium 
and  trichosanthis  radix,  and  food 
colours  Blue  No.l  ami 
Yellow  No. 4. 


tS>' 
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X 


FOREHEAD-C 


And  not  forgetting, 
naturally,  that  Forehead-C  also 
contains  natural  Aloe  Vera  that  helps  to 
disperse  inflammation  and  reduce  temperature 
by  as  much  as  4"C  for  up  to  2  Hours. 
Forehead-C  costs  just  £2.49  (RRP) 


HEALTH 

for  a  pack  of  three.  After  a  suitably  digestive  pause,  call     [/jr^fPllH  frontier 

*  UNA 


Lina  now  and  order  on  0345  419  919. 


t 


(PAD  SHOWN  AT  ACTUAL  SIZE) 
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COUNTERPOINTS 


Winter  winners 


New  tights  keep 
Bottoms  Up 


cent  lycra,  and  are 
available  in  the 
f(  >1  lowing  four  shades: 
Black,  Barely  Black, 
( Ihiffon  and  Nearly 
Nude,  priced  £8.99. 
Vogue  Classic. 
Tel:  01274  873287. 


Truly  scrumptious! 


Salon  Selectives  pumps  up  the  bass 

KIk  la  Ka  beige  has  chosen  large  I  IJ  ll  yeai  old 
tour  British  women  I  Ms         l'emales  in  Novciubei 


Bottoms  lTp  is  a  new 
range  of  tights  from 
Vogue  Classic,  which  the 
company  says  w  ill 
enhance  the  wear  er's 
shape. 

They  contain  80  per 
cent  nylon  and  20  per 

Pan-European 
push  for  Konica 

Konica  is  launching  a  four- 
month-l<  >ng  pan-Euri  ipean 
advertising  campaign  on 
MTV  for  its  EU-Mini 
35mm  compact  camera 
and  VX  colour  film. 

The  campaign,  featuring 
cartoon  character  Snoopy, 
will  have  over  1,000  15- 
second  spots  on  the 
satellite  TV  channel 
during  the  peak  season 
running  up  to  ( Ihristmas. 

Konica  will  also  be 
spouse  iring  a  number  i  >l 
other  MTV  programmes. 
Konica  (UK)  Ltd. 
Tel:  0181  751  6121. 


Miners  International  has 
launched  a  new  flavoured 
lipstick  range.  Autumn 
shades  are  available  in 
Chocoholic,  Cherry 
Brandy,  Coconut  Liquer, 
Cola,  Irish  Creme  and 
Fizzy  Orange  (£2.99). 
Miners  International  Ltd. 
Tel:  01264  350379. 

Extra  value 

Sensodyne  toothpaste  is 
available  in  extra  value 
packs,  which  contain  an 
additional  10  per  cent.  It 
will  be  advertised  on  TV 
again  in  December. 
Stafford-Miller  Ltd. 
Tel:  01707  331001. 


International  Classic 
Brands  is  offering  special 
deals  on  its  Cyclax  skin 
care  and  <  arven  and 
Worth  fragrances  until 
the  end  of  December. 
Special  winter  offers 
include: 

•  a  free  duo  [jack  of 
200ml  body  lotion  and 
200ml  bath  and  shower 
gel  with  any  Je  Reviens 
purchase  over  £9 

•  one-third  off  the 
normal  recommended 
retail  price  of  Worth  Je 
Reviens  and  Carven  Ma 
Griffe  pure  perfumes 

•  a  free  200ml  facial 
wash  with  the  purchase 
of  any  moist uriser  from 
the  Moist ura  range 

•  two  prepacks  -  one  for 
retailers  who  have  a 
Moistura  permanent, 
merchandiser  and  one  for 
new  stockists 

•  any  Cyclax  Nature 
Pure  product  for  £1.29. 
Pharmacies  can  secure 
this  promotional  price 
when  they  buy  one  box  of 
each  (it  the  five  Nature 
Pure  products,  plus  lour 
additional  packs  to  total 
60  individual  mills. 
International  Classic 
Brands  (Worth  Fragrances). 
Tel:  0181  579  6060. 


to  promote  Salon 
Selectives. 

Sarah  HB,  Zoe 
Richardson,  DJ  Debra 
and  Vivien  Markey  all 
have  a  proven  track 
record  on  the  under- 
ground club  music  scene. 

'Be  Selective'-themed 
advertisements  will 


Brylcreem:  BSkyB,  MTV 


Regaine:  G,  C,  A,  M,  CAR 
Synergie:  All  areas 


issues  of  young  women's 
magazines. 

In  addition,  a 
ci  Hiipilation  of  the  1  Ms' 
favourite  tracks  will  be 
given  away  as  PR 
support  in  magazines  and 
clubs  from  January. 
Elida  Faberge. 
Tel:  0181  481  6000. 


ON  TV  NEXT  WEEK 


Ibuleve:  S,  U,  W,  S4C,  HTV,  G,  A,  M,  CAR 
Imodium:  All  areas  except  CTV,  GMTV 
Nicorette:  G,  Y,  C,  A,  M,  LWT,  CAR,  TT,  C4 
Nutralia:  All  areas 
Oil  of  Ulay:  All  areas 
Otex:  BSkyB 

Pantene:  All  areas  except  GMTV 


The  Wrigley  Company/Sugar  Free  Brands:  All  areas 

GTV  Grampian,  B  Border,  BSkyB  British  Sky  Broadcasting, 
C  Central,  CTV  Channel  Islands,  LWT  London  Weekend, 
C4  Channel  4,  U  Ulster,  G  Granada,  A  Anglia,  CAR  Carlton, 
GMTV  Breakfast  Television,  STV  Scotland  (central), 
Y  Yorkshire,  HTV  Wales  &  West,  M  Meridian,  TT  Tyne  Tees, 
W  Westcountry 


IMPORTANT 
ANNOUNCEMENT 


AlUN  a.  HANWJPVS 

Ventolin 


I 


A 


ALLEN  ft.  HANBURY5 

Further  information  is  available 
on  request  from: 
Allen  &  Hanburys  Limited 
Uxbridge,  Middlesex  UB11 1BT 

.Ventolin  is  a  trade  mark  of  the 
Glaxo  Wellcome  Group  of  Companies. 
GEN  24559 


Discontinuation  ol  Ventolin  (salbutamol)  Tablets 

From  October  3lsi  1996,  Ventolin  Tablets  2mg  and  4mg  will  no  longer  be  supplied 
to  pharnuu  les 

As  a  result  you  ma\  w  ish  lo  eonsidei  other  prescribing  opiums  lor  those  patients  who 
to  require  a  regular  bronchodilator. 


or  further  information 


I  or  further  information  about  the  discontinuation  ol  Ventolin  Tablets,  or  recommended 
presc  n  bmg  options  I  mm  Allen  <\r  I  lanburys,  please  call  our  I  lei  pi  me  dining  office  hours. 


ISi 


Ventolin  Tablets  discontinuation  Helpline 
Free/one:  0800  221  441 


continuation  switch  pack 


Please  call  the  same  Helpline  number  if  you  would  like  a  Ventolin  Tablets 
discontinuation  switch  pack. 

I  Ins  pat  k  t  ontains  information  aboul  prescribing  options,  together  with  patient  leaflets, 
repeal  presc  ription  sin  kers  and  patient  notes  reminders.  It  is  designed  to  help  make  the 
c  hange  ol  presc  ription  as  straightforward  as  possible  for  yon  and  yout  patients 
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NEWS  EXTRA 


The  future  of  patient  records 


A  new,  person-specific,  commu- 
nity pharmacy  medication 
record  system  has  been  pro- 
duced by  the  Medicines  Monitor- 
ing (MEMO)  unit  at  Ninewells 
Hospital  in  Dundee. 

Originally  developed  to  pro- 
vide epidemiological  and  phar- 
macovigilance  information  for 
the  researchers,  the  Pharmacy 
Link  Unique  patient  identifier 
System  (PLUS)  can  give  pharma- 
cists accurate  information  on  all 
dispensed  medicines  for  an  indi- 
vidual, as  well  as  providing 
access  to  other  services  such  as 
drug  dictionaries  and  drug  inter- 
actions/allergies. 

The  system  can  be  incorpo- 
rated alongside  existing  software 
and   allows   information  from 


every  script  dispensed  to  be 
stored  against  the  patients 
Unique  Patient  Identifier  (UPI), 
which  is  allocated  to  all  patients 
registered  with  a  GP  in  Scotland. 
This  includes  private  scripts  and, 
in  the  long-term,  has  the  poten- 
tial to  also  record  OTC  medi- 
cines. The  system  uses  ISDN 
technology  to  link  pharmacy 
computer  systems  to  MEMO 
Application  Servers,  such  as  LTPI 
look-up  and  Script  Deposit. 
Using  UPI  look-up,  any  one  of  the 
five  million  Scottish  patients  can 
be  accurately  and  rapidly  identi- 
fied in  around  two  seconds. 

Script  Deposit  allows  the  phar- 
macist to  transfer  prescription 
information  at  the  press  of  a  key, 
taking  around  30  seconds  to 


process  the  information  from 
about  300  prescriptions.  At  pre- 
sent, MEMO  has  to  manually 
enter  prescription  data.  The  new 
system  will  enhance  the  unit's 
ability  to  run  large  pharmacovig- 
ilance  studies  on  medicines. 

MEMO  is  currently  assisting 
community  pharmacists  in  the 
Tayside  area  with  the  installation 
of  the  system.  However,  Dr  John 
Parkinson  of  MEMO  believes 
more  community  pharmacists 
will  want  to  take  part  once  they 
become  aware  of  the  scheme, 
particularly  as  the  cost  of  an 
ISDN  line  is  likely  to  fall. 

As  the  Scottish  and  English 
systems  both  use  a  ten-digit  UPI 
number  the  system  could  be 
extended  to  England  and  Wales. 


High  Court  to  decide  pharmacist's  fate 


A  Midlands'  pharmacist  who 
opened  an  outlet  in  a,  village 
where  doctors  dispensed  is  to 
face  a  judicial  review  in  the  High 
Court  on  November  7. 

The  doctors  are  trying  to  pre- 
vent Rajesh  Morjaria  from  dis- 
pensing at  Millers  Chemists  in 
Madeley,  Staffordshire.  He  first 
applied  for  an  NHS  contract 


nearly  three  years  ago.  Following 
objections  from  the  three-doctor 
practice,  the  contract  was  finally 
granted  last  February  when  he 
re-applied  under  the  so-called 
Cl<  il  hier  loophole.  The  pharmacy 
was  deemed  to  be  'necessary  and 
desirable'. 

The  CPs  then  applied  for  a 
judicial  review  and  tried  to  get  an 


injunction  to  prevent  him  from 
opening  before  the  case  was 
heard,  but  the  injunction  was 
refused  and  the  pharmacy 
opened  on  September  23. 

Mr  Morjaria  understands  that 
the  doctors  are  claiming  the  law 
is  incorrectly  written  and  should 
take  into  account  the  "prejudice 
of  medical  seivices". 


Seven  Seas'  leaflet 
targets  Asians 

Seven  Seas  is  mounting  a  vitamin 
D  deficiency  campaign  which  is 
aimed  specifically  at  the  Asian 
community. 

Researc  h  published  last  year 
indicates  that  the  Asian  popula- 
tion, especially  children,  preg- 
nant and  breastfeeding  women, 
and  the  elderly,  are  at  risk  from 
vitamin  D  deficiency. 

A  combination  of  a  diet  low  in 
vitamin  D  and  the  preference  for 
traditional  Asian  dress,  which 
stops  sunlight  from  reaching  the 
skin  and  leads  to  a  reduction  in 
the  body's  own  vitamin  D  produc- 
tion, has  led  to  an  increase  in 
rickets,  bone  malformation  and 
tooth  decay  in  risk  groups. 

Seven  Seas  has  produced  an 
educ  ational  leaflet  and  poster  in 
three  languages,  English,  Punjabi 
and  Urdu,  which  will  be  placed  in 
GP  surgeries,  health  centres  and 
pharmacies  in  areas  with  high 
Asian  populations. 

Four  Asian  r  adio  stations  took 
par  t  in  a  radio  day,  which  targeted 
the  main  cities  in  England. 

Pharmacists  requiring  leatlets 
and  posters  should  write  to  Seven 
Seas  Asian  Leaflet,  PO  Box  1005, 
Hull  HU1  2EE,  stating  quantities. 
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PSNFs  new  president 


Locum  pharmacist  Dorothy  Gra- 
ham has  become  the  new  presi- 
dent of  the  Pharmaceutical  Soci- 
ety of  Northern  Ireland.  She  takes 
over  from  Terrence  Hannawin. 

Terry  Maguire  succeeds  Ms 
Graham  as  vice  president.  Mr 
Maguire  is  a  proprietor  pharma- 
cist in  Belfast  and  a  senior  lec- 


turer in  pharmacy  practice  at  The 
Qireen's  University,  Belfast.  The 
treasurer'  is  still  William  Wood- 
side,  a  consultant  with  a  back- 
ground in  industrial  and  acade- 
mic pharmacy. 

The  Society  has  not  had  a 
female  president  since  Margaret 
Watson  in  1980. 


Guarded  welcome  for  White  Paper 


The  Pharmaceutical  Seivices 
Negotiating  Committee  and  the 
National  Pharmaceutical  Associ- 
ation have  both  given  guarded 
welcomes  to  the  primary  care 
White  Paper  (C&D  October  19). 

PSNC  is  pleased  the  Govern- 
ment intends  to  develop  the  com- 
munity pharmacy  service,  but 
warns  that  additional  services 
need  additional  funding  that  is  not 
drawn  from  the  existing  global 
sum.  It  would  be  unreasonable  to 
expect  pharmacists  to  provide 
extra  services  without  adequate 
remuneration,  says  PSNC,  which 
wants  the  existing  pharmaceutical 
services  budget  to  he  ring-fenced. 

The  proposals  put  forward  in 
the  White  Paper  will  be  included 
in  the  Primary  Care  Bill.  The 


Queen  announced  on  Wednes- 
day, as  she  opened  parliament, 
that  "legislation  will  be  intro- 
duced to  improve  and  develop 
primary  healthcare  services". 

The  NPA  agrees  that  extra  ser- 
vices should  not  be  funded  out  of 
existing  money.  If  this  happens, 
"the  NHS  and  patients  would  not 
derive  a  great  deal  of  additional 
benefit  from  community  phar- 
macy", it  says. 

"Pharmacists  already  work 
under  tremendous  pressure  and 
cannot  take  on  any  more  work- 
load or  responsibility  within  the 
existing  global  sum,"  says  the 
NPA.  "Without  extra  funding  the 
opportunity  to  make  full  use  of 
pharmacists  within  primary  care 
will  be  lost," 
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Fast  acting  relief 
for  severe  colds  and  flu 


POWERFUL  RELIEF  OF  FLU  AND  SEVERE  COLDS 


WlHhMtHitnnlHlr 


Power  in 
a  hot  drink 


PERSONAL  OPINION 


The  time  is  right  and  the 
need  has  never  been 
greater  for  pharmacy  to 
have  an  association  or 
professional  organisation 
for  its  employees. 
Joel  Hirst  MRPharmS 
believes  this  is  the 
'missing  link'  within  the 
profession 


The  key  reasons  for  the  need 
for  an  organisation  to  rep- 
resent pharmacy  employ- 
ees are  self-evident.  Phar- 
macy is  moving  towards  an 
employee-based  profession,  the 
growth  of  the  established  multi- 
ples -  Boots,  Lloyds,  Hills  and 
Moss  -  is  still  moving  upward  and 
the  newer  multiples,  including 
the  supermarkets  and  Superdrug, 
are  also  working  hard  in  (he 
acquisition  markets. 

As  the  multiples  grow,  the 
power  of  the  profession  is  being 
centralised  around  certain  key 
contractors  and  superintendents. 
Most  pharmacists  rely  for  their 
working  conditions,  terms  of 
employment  and  professional 
standards  on  work  being  dictated 
by  an  ever-distant  employer.  As 
this  process  increasingly  devel- 
ops, the  original  association  or 
union  of  pharmacy  -  the  National 
Pharmaceutical  Association  -  is 
becoming  unrepresentat  ive  of  the 
ordinary  pharmacist  and  more 
the  talking  shop  of  directors  of 
corporate  bodies. 

An  organisation  which  repre- 
sents the  employees  needs  to  be 
independent  of  the  influence  of 
any  employer  -  and  an  organisa- 
tion that  is  not  company-specific. 

Employees  are  increasingly 
under-represented  throughout 
the  profession.  On  the  whole, 
they  do  not  have  the  time  or  the 
willingness  of  employers  to  par- 
ticipate in  professional  organisa- 
tions. This  is  most  clearly  illus- 
trated by  the  fact  that,  out  of  a 
Council  of  21  elected  members,  at 
best  only  nine  of  them  are 
employee  pharmacists  in  the 
widest  sense  of  the  term  (includ- 
ing locums,  academics,  health 
authority  employees,  hospital 
and  Boots'  superintendents). 

Unlike  contractors,  employees 
have  no  group  which  is  there  to 


is  the  time  for  pharmacists 
to  the  aid  of  the  Party 


represent  their  interests  and  pro- 
fessional views. 

There  are  clearly  problems 
associated  with  a  profession 
whose  political  organisations 
( Royal  Pharmaceutical  Society, 
Pharmaceutical  Services  Negoti- 
ating Committee,  NPA  and  Guild 
of  Hospital  Pharmacists)  are 
dominated  by  either  contractors, 
company  directors  or  middle 
managers  within  the  NHS,  when 
the  profession  they  are  supposed 
to  represent  is  mainly  employees. 
Particularly  among  contractors 
and  their  representative  organisa- 
tions (NPA  and  PSNC)  we  see  an 
unwillingness  to  take  radical 
action  to  safeguard  patient  care 
in  the  way  that  the  British  Med- 
ical Association  and  the  nursing 
professions  are  willing  to  do.  The 
current  pharmacy  professional 
bodies  are  particularly  unwilling 
to  address  issues  of  working 
hours,  conditions  and  issues  sur- 
rounding acceptable  maximum 
workloads.  This  is  not  surprising 
because  all  these  important 
issues  could  potentially  adversely 
affect  the  employer. 

( >ur  current  negotiators,  simi- 
larly, are  unwill- 
ing to  contemp- 
late radical  ideas, 
such  as  industrial 
action,  when  the 
Government  is 
seen  to  be  impos- 
ing pay  settle- 
ments that  are  an 
insult  to  all  the 
hard  and  dedi- 
cated work  being 
performed  by  the 
profession  up  and 
down  the  country. 

This  is  because  the  employers  who 
make  up  PSNC  are  putting  commer- 
cial interests  above  the  interests  of 
the  pr  ofession  as  a  whole. 

I  believe  that  there  is  no  doubt 
that  the  profession  has  lost  com- 
plete confidence  with  a  negotiat- 
ing team  which  has  shown  itself 
to  have  no  bite.  The  need  for  a 
new  force  in  remuneration  negoti- 
ation is  well  overdue  -  a  force  that 
could  and  would  call  members 
out  if  they  felt  patient  care  was 
being  jeopardised. 

An  Association  of  Employee 
Pharmacists  could  be  such  a  body 
and  would  speak  for  all  employee 
pharmacists  throughout  the  pro- 
fession. The  advantage  of  a  pan- 
professional  organisation  is  that 
issues  affecting  colleagues  in  hos- 


Employees  are 
increasingly 
under-represented " 
throughout  the 
profession 


pital  trusts,  health  authorities  or 
wherever  would  have  the  back- 
ing of  a  large 
organisation, 
which  would  in- 
evitably have  a 
huge  potential  to 
motivate  public 
upport. 

An  Association 
of  Employee  Phar- 
macists would  sup- 
plemenl  the  acti\  i 
ties  of  the  RPSGB 
in  areas  of  enforc- 
ing professional 
standar  ds  and  pro- 
viding a  useful  lever  for  employers 
reluctant  to  implement  policies  of 
professional  standards.  The 
employees  would  be  able  to  rely  on 
the  association  to  protect  their 
interests  in  potential  areas  of  con- 
flict over  professional  standards. 

Many  people  would  argue  that 
all  the  roles  that  have  been  out- 
lined above  should  be  carried  out 
by  the  RPSGB.  However,  at  pre- 
sent the  Royal  Charter  does  not 
allow  the  Society  to  be  involved 
in  issues  that  are  of  a  union 
nature.  I  think  most  pharmacists 
believe  it  is  important  to  have  a 
distinction  between  the  statutory 
professional  body  and  a  'BMA- 
type  organisation. 

Now  is  a  good  time  to  form  an 
Association  <>|  Employee  Phai 


macists  because,  as  the  multiples 
expand,  there  is  increasing  con- 
cern about  the  welfare  of  individ- 
ual pharmacists  and  their  ability 
to  retain  professional  integrity 
within  a  large  organisation. 

There  appears  to  be  the  start  of 
a  recruitment  crisis  within  the 
profession.  Even  though  RPSGB 
figures  say  that  more  new  phar- 
macists are  being  turned  out 
each  year,  a  quick  look  at  the 
numbei  of  job  advertisements  in 
the  pharmaceutical  press,  com- 
bined with  practical  hands-on 
experience,  suggest  that  pharma- 
cists are  in  great  demand. 

This  is  exactly  the  right  point 
for  a  successful  launch  of  an 
association,  as  the  work  force  is 
not  too  concerned  about  the 
availability  of  jobs  and  employ- 
ers are  concerned  about  retain- 
ing their  pharmacists. 

The  threat  to  individuals  lead- 
ing t  he  way  to  the  formation  of  an 
association  by  their  employers 
would  be  minimised. 

Finally,  pharmacy  has  just 
started  to  develop  its  strategy  for 
the  'New  Age'.  When  the  New 
Age  is  going  to  be  so  heavily 
employee-dominated,  surely  we 
need  an  Association  of  Employee 
Pharmacists  to  help  implement 
the  desperate  change  the  profes- 
sion needs  to  secure  a  robust 
future? 
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POM  products  merchandised  poorly 


Pharmacists  are  failing  to  max- 
imise their  sales  of  Pharmacy 
only  medicines  because  they  are 
not  giving  them  enough  display 
space.  Such  medicines  are  given 
up  to  half  of  the  space  they 
deserve,  considering  their  share 
of  overall  sales. 

The  conclusions  come  from  a 
new  merchandising  survey  by  the 
Institute  of  Pharmacy  Manage- 
ment International,  presented  at 
its  autumn  conference  held  last 
week  in  Grantham,  Lincolnshire. 

Gerry  Green,  a  member  of  the 
IPMI's  board,  says  pharmacists 
should  redress  the  problem  now. 
"This  problem  is  one  most 
smaller  groups  and  independent 
pharmacies  urgently  need  to 
address  at  a  time  when  important 
additions  are  occurring  to  the 
switch  from  POM  to  P  products, 
demanding  that  more  space  is 
devoted  to  merchandising  medi- 
cines," he  says. 

Although  pharmacists  had 
increased  their  merchandising 
space  for  general  medicines,  it 
was  still  poor  in  comparison  with 
the  medicines'  sales. 

Overall,  the  survey  paints  a 


The  discussion  panel  (from  left)  David  Wood,  Numark  managing  director;  Steve  Duncan,  Moss  Chemists' 
marketing  director;  Mike  Johnson,  Numark  retail  services  manager;  David  Watkinson,  AAH  marketing 
manager;  and  Gerry  Green,  member  of  the  IPMI  board 


Martyn  Ward:  Q&A  session,  p593 


bleak  pict  ure  of  pharmacists  mer- 
chandising habits. 

None  of  the  pharmacists  who 
responded  to  the  survey  had  a  mar- 
keting plan  with  a  flexible  or  sea- 
sonal merchandising  programme. 
Most  of  their  merchandising  was 
ad  hoc,  driven  partly  by  seasons 
and  by  new  products  or 
relaunches.    Branch    re-fits  or 

acquisil  s  would  also  spui  more 

efforts  on  merchandising.  But  then 
most  pharmacy  layouts  would 
remain  unchanged  for  a  few  years. 

Pharmacists  were  willing  to  re- 
merchandise  some  product 
groups,  provided  new  products 
were  being  supplied  and  provided 
manufacturers  offered  to  help 
them  to  re-lay  the  sections. 

None  of  the  respondents  said 
that  'Profit  per  linear  foot'  guided 
their  merchandising  plans.  They 
were  more  likely  to  display  a 
medicine  on  their  counters  if  it 
had  been  bought  on  bonus.  When 
allocating  space  to  products, 
pharmacists  appear  to  be  influ- 
enced more  by  the  number  of 
products  and  the  packs  sizes  than 
by  each  product  group's  share  of 
sales. 

Pharmacists  reported  relatively 
little  formal  planning  to  include 


own-label  products  in  their  mer- 
chandising. As  with  normal  prod- 
ucts, own-labels  were  not  given 
space  based  on  their  sales  perfor- 
mance. Few  appeared  to  measure 
own-label  sales. 

None  of  the  companies  used 
EPoS  data  to  create  a  policy  for 
merchandising  their  branches, 
although  most  of  the  respon- 


dents were  experimenting  with 
EPoS  in  some  branches. 

Meanwhile,  sales  analyses  were 
driven  more  by  the  value  of  the 
purchases  than  by  cash  sales 
analyses.  Sales  of  toiletries,  cos- 
metics and  baby  products  had 
declined  in  most  of  the  pharma- 

Continued  on  P593  ► 


Pharmacists  stock 
too  many  items 

Community  pharmacists  are 
stocking  far  too  many  products 
and  should  cut  back  their  ranges 
drastically,  according  to  Mike 
Johnson,  Numark's  retail  ser- 
vices manager. 

Numark  has  been  conducting 
an  exercise  with  25  pharmacies, 
he  says,  each  of  which  stocked 


10,100  products.  The  company 
reduced  their  ranges  to  4,700.  Yet 
the  pharmacists'  stock  still  had 
little  in  common.  Numark  discov- 
ered KM  products,  out  of  4,500, 
that  were  stocked  by  each  phar- 
macy, and  100  of  these  were  med- 
icines. The  majority  of  their 
stocks  included  a  bewildering 
array  of  products  that  should 
never-  have  been  in  a  pharmacy, 
says  Mr  Johnson. 

He  estimates  the  ideal  range  to 
be  .'1000  products. 
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Know  your  best  brands'  -  pharmacists  urged 


The  National  Pharmaceutical 
Association  has  urged  pharma- 
cists to  study  their  brands'  mar- 
ket shares  before  they  tamper 
with  merchandising. 

Trefor  Williams,  business  ser- 
vices manager  at  the  NPA,  says 
an  awareness  of  the  top  brands' 
shares  comes  before  any  local 
factors,  which  are  likely  to  mod- 
ify only  a  pharmacist's  inventory 
and  display. 

He  admits  that  the  NPA's  mem- 
bers rarely  focus  on  merchandis- 
ing because  the  Association  can- 
not tell  them  what  to  stock. 

Manufacturers,  in  the  past,  had 
not  helped  matters  by  going  for  a 
'quick  fix'  and  thrusting 
planograms  in  front  of  pharma- 
cists, which  "is  not  the  way  to 
work",  comments  Mr  Williams. 
But  more  manufacturers  are  now 
adopting  a  broader  approach, 
which  is  better  appreciated  by 
pharmacists. 

However,  he  stresses  that 
there  are  no  short  cuts  to  mer- 
chandising effectively.  Pharma- 
cists must  understand  what  they 
are  doing  when  they  are  tackling 
merchandising,  and  any  guide 
given  to  pharmacists  must  stress 
this.  Pharmacists  must  also 
know  what  merchandising 
means.  One  definition,  according 
to  Mr  Williams,  is:  "The  right 


products  on  the  shelf  in  the  right 
mix,  in  the  right  place  at  the  right 
time." 

Stocking  and  display  systems 
are  affected  by  external  factors, 
such  as  the  pharmacy's  location; 
demographic  profiles  of  the  out- 
let's customers  -  their  ages, 
lifestyles;  advertising;  the  sector 
and  product  market  shares. 

I  Merchandising: 
I  the  right  products 
I  on  the  shelf  in  the 
I  right  mix,  in  the 
|  right  place  at  the 
I  right  time 

Internal  influences  include  the 
outlet's  sales  area,  its  access- 
ibility, its  fittings  and  the  staff's 
recommendations. 

The  pharmacist  must  have  a 
clear  idea  of  his  shop's  limita- 
tions. "You're  not  Harrods,  you're 
a  pharmacy,  so  you  should  be 
aware  of  your  space  and  what  you 
can  do  with  it,"  says  Mr  Williams. 


Wholesalers  are  ideally  placed 
to  give  advice  because  they  have 
all  the  data  and  the  inspiration  - 
they  want  to  retain  their  cus- 
tomer base. 

Keeping  good  stock  control 
will  enable  pharmacists  to  check 
how  well  their  merchandising  is 
working. 

Cleanliness  is  still  extremely 
important.  "Do  you  sell  dead  flies 
in  the  summer  and  dead  moths  in 
the  winter?  You  have  to  keep 
your  shop  clean." 

All  these  factors,  mixed  in 
with  well  thought-out  merchan- 
dising, will  maximise  a  pharma- 
cist's sales  and  profits  by  meet- 
ing his  costs  expectations.  Ulti- 
mately, they  will  improve  the 
outlet's  environment,  converting 
browsers  into  sales,  says  Mr 
Williams. 

EPoS,  while  effective,  is  a  tool, 
not  an  answer.  It  will  give  an  idea 
of  how  the  products  are  selling. 
"While  these  figures  are  impor- 
tant, unless  pharmacists  knows 
what  to  do  with  these  figures, 
they  are  not  going  to  get  any- 
where," he  says. 

Retailing  professionalism,  a 
chronic  sore  point  among  phar- 
macists, is  still  equally  relevant. 
They  ought  to  ask  themselves: 
'Are  you  a  retailer  or  do  you  just 
buy  and  sell  things?' 


'Stock  P  medicines 
within  GSL  section,' 
Moss  argues 

Moss  Chemists  is  working  on  a 
layout  format  to  stock  a  P  medi- 
cine section  within  a  GSL  section, 
yet  still  abide  by  the  guidelines 
governing  P  medicines  displays. 

Steve  Duncan,  its  marketing 
director,  says:  "P  medicines  have 
a  great  future,  why  shouldn't  they 
be  displayed  in  a  GSL  section?" 

Neil  Rudolph,  who  owns  an 
Advantage  pharmacy  in  Notting- 
ham, says  another  option  could 
be  to  have  separate  P  medicine 
and  GSL  sections,  positioned  at 
different  points  in  the  shop. 

But  David  Wood,  Numark's 
marketing  director,  warned  that 
pharmacists  should  still  differen- 
tiate P  medicines  from  GSL  prod- 
ucts at  point  of  sale.  "And  they 
must  be  prepared  to  say  'You  can- 
not have  that  [P  medicine]'  which 
can  create  problems  for  pharma- 
cists," he  says. 

Gerry  Green,  a  member  of  the 
Institute  of  Pharmacy  Manage- 
ment International's  board,  says 
some  pharmacists  have  point  of 
sale  material  that  advises  cus- 
tomers to  seek  help  over  P  medi- 
cines. All  pharmacists  could  pro- 
duce similar  material  for  their 
own  P  products,  he  says. 


•Staining 


'peoples 


Buttercups  and  People's  College  Nottingham 

announce  launch  of 
Dispensing  Technician's  Course  NVQ  Level  3 
Distance  Learning  Course 

available  January  1997 

*£400  to  include  certification  and  registration  costs. 
England  and  Wales  only.  Assessment  costs  on  request. 
Price  for  'Scotland  and  Northern  Ireland  on  request. 

♦  Accredited  Medicine  Counter  Assistant  Course  Provider 
(Distance  Learning  and  Workshops) 

♦  D32/D33  Assessor  Training 

♦  NVQ  levels  2  and  3  Retailing 

contact:  'Vanessa  'Kingsbury 
'Buttercups  Training  Ltd., 

&€u**&au,  ffiacA-  'Jane,  .  Vatoma&Uon  on         J)totf/i.  >  VottingAaan. 
■  V&42  5,  V3)  Set  0445  9374936  afteA  44.30a.m. 


M 


ost  kids  don't  get 
enough 
fluoride 


on  tap. 


90%  of  your  customers 
don't  get  enough  fluoride  in 
their  water  supply.'"  Endekay 
fluoride  supplements  help 
protect  developing  teeth 
from  decay.  So  when  your  " 
customers  ask  about  fluoride,  or 
present  a  prescription,  turn  them  on 
to  Endekay.  It  has  a  wide  range  o 
different  dosages,  to  suit  all 
ages.  Free  leaflets  about  a 
aspects  of  child  dental  care,  and 
WWHAM  cards  are  available  from 
Stafford-Miller  Ltd,  FREEPOST, 
Broadwater  Rd,  Welwyn  Garden 
City,  Herts.  AL7  3BR. 

Alwiyi  read  the  label  Legal  Sums:  P.  Ret  I  The  Public  Healih  Allia 


FLUORIDE  SUPPLEMENTS 
Sodium  Fluoride  BP 
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IPMI CONFERENC 


A  question  of  more  effective  merchandising 


Q  Neil  Rudolph,  owner  of  an 
Advantage  pharmacy  in  Not- 
tingham: Research  shows  that 
the  numbers  of  High  Street 
shoppers  are  dwindling.  Wliat 
can  pharmacists  do  about  this 
Irani  ' 

A  David  Watkinson,  AAH's 
marketing  manager:  Pharma- 
cists should  adopt  a  'unique  sell- 
ing point'  to  attract  them.  Aro- 
matherapy products,  for  exam- 
ple, could  encourage  shoppers  to 
pop  into  the  pharmacy.  And  once 
they  were  inside,  the  pharmacist 
could  use  his  merchandising 
skills  to  encourage  impulse  buys. 
Q  Mandeep  Mudhar,  lecturer 
of  pharmacy  practice  at  Aston 
University:  Are  we  not  shoaling 
ourselves  in  the  foot  by  empha- 
sising protocols?  We're  putting 
off  customers  by  asking  them  a 
number  of  questions  before  we 
sell  them  anything. 
A  Martyn  Ward,  Unichem's 
sales  and  marketing  director: 
The  way  your  questions  are 
asked  is  important  and  thai 
comes  down  to  staff  training. 
Don't  frighten  the  customers. 

Trefor  Williams,  National 
Pharmaceutical  Associat ions 
business  services  manager: 
Protocols  need  a  step  by  step 
approach   We've  got  a  pack  to 

'Teach  retailing 
skills  at  the 
pharmacy  schools' 

Pharmacy  schools  must  teach 
pharmacists  how  to  be  effective 
retailers  not  just  scientists. 
David    Mitchell,    Johnson  & 


help  pharmacists.  The  trouble  is 
that  a  lot  of  pharmacists  took  the 
pack,  pulled  it  apart  and  used 
only  the  aggressive  questions 
when  customers  came  through 
the  pharmacy  door.  The  training 
and  the  full  implementation  of 
the  pack  is  vitally  important. 
Q  Audience:  Are  you  (whole- 
salers and  pharmacy  multiples) 
loss-leading  carious  merchan- 
dising areas? 

A  Steve  Duncan,  Moss 
Chemists'  marketing  direc- 
tor: You  cannot  talk  about  one 
category  in  isolation.  You  have  to 


A  senior  lecturer  of  pharmacy 
practice  has  questioned  the 
vagaries  surrounding  protocols. 
Professor  Ian  Jones  from 
Portsmouth  University  says,  "I 
don't  know  what  discretion  we 
should  use  for  branded 
requests." 

David  Mitchell,  Johnson  & 
Johnson's  sales  director,  says 
the  problem  could  worsen  in 
future.  "I'm  in  favour  of  proto- 
cols, generally,  but  imagine  if, 
God  forbid,  Resale  Price  Mainte- 
nance is  abolished  and  super- 
markets offer  you  two  medi- 


Johnson's  sales  director,  says 
young  pharmacists  now  have 
four-year  courses,  but  there  is 
still  too  much  emphasis  on  scien- 
tific training  and  not  enough  on 
the  retailing  skills. 

"Young  pharmacists  entering 
their  fourth  year  should  be 
encouraged  to  feel  proud  thai 
they  are  retailers,"  says  Mr 
Mitchell. 


ask:  how  many  customers  are 
these  products  bringing  into  the 
store  and  what  are  the  customers 
buying? 

David  Watkinson:  If  you 
want  to  drive  customers  through 
a  pharmacy,  you  either  have  to 
have  known  value  items  at  the 
right  price  or  you  don't  stock 
them  at  all.  If  you  don't  stock 
Pampers,  for  example,  you're  not 
in  the  baby  business.  But  you've 
got  to  stock  them  at  the  right 
price.  If  you  match  supermarkets 
prices  for  known  value  items, 
even  if  these  prices  are  below 


ernes  for  the  price  of  one.  How 
on  earth  can  a  pharmacy  assis- 
tant convince  the  customer  that 
she  cannot  sell  them  a  medicine 
because  the  pharmacist  is  not 
present?"  Audience  members 
generally  agreed  that  well 
trained  pharmacy  staff  could 
overcome  that  problem.  And  if 
staff  had  doubts  about  a  cus- 
tomer or  situation,  they  could 
always  call  the  pharmacist. 

Knowing  your  customers  and 
the  ailments  they  normally  suf- 
fered from  would  also  help  in 
the  decision  to  sell  the  medicine. 


cost,  then  your  Pampers  will 
bring  customers  into  the  shop. 
Aid  that's  what  counts. 
Q  John  Merrills,  Nottingham- 
based  pharmacist  consultant: 
How  important  are  own-brands 
and  own-brand  trends? 
A  Martyn  Ward:  I've  done  a  lot 
of  work  on  own-label  and  I  think 
there  is  a  need  for  own-label,  for 
exciting  products  that  keep  cus- 
tomers coming  back  in  the  shop. 
That  also  applies  to  independent 
pharmacists.  Own-label  is  still 
relatively  weak  in  independent 
pharmacists  -  it's  still  a  tertiary 
product.  But  there  is  a  position 
for  these  brands  within  the  phar- 
macy because  own-brands  cre- 
ate some  consumer  loyalty  for 
pharmacies. 

David  Watkinson:  If  a  phar- 
macist thinks  he'll  stock  own- 
label  because  it  seems  like  a 
good  decision,  it  won't  work.  To 
stock  own-label,  the  pharmacist 
must  brand  his  shop  strongly 
with  key  supplies  of  the  own- 
label  brands.  Don't  have  own- 
label  Unichem,  Numark  and 
other  brands  positioned  together 
because  that  will  confuse  your 
customers.  If  your  shop  does  not 
have  identity,  customers  will  not 
remember  where  they  bought 
the  own-label  brands. 


Problems  with  protocols? 


Continued  from  P591 

cies,  which  reported  thai  they 
planned  to  or  had  already  reduced 
the  space  allocated  to  these  pr  od- 
ucts. Several  pharmacists  said  they 
had  stopped  stocking  whole  prod- 
uct groups  in  certain  branches 
because  of  this  decline.  Most  phar- 
macies, says  Mr  Green,  would  need 
to  leave  only  enough  space  for  dis- 
tress purchases  of  these  product 
groups. 

Little  space  was  allocated  to 
servicing  and  selling  photo- 
graphic films,  considering  their 
overall  share  of  sales. 

Pharmacists  did  not  analyse 
regularly  how  well  their  individ- 
ual staff  were  selling,  nor  did 
they  use  such  an  analysis  to  find 
out  how  many  staff  they  needed. 

Mr  Green  says  pharmacists  are 
not  wholly  lo  blame  lot  (heir 
poor  merchandising.  "Some  own- 


ers noted  staff  and  customer 
resistance  to  change,  causing  dif- 
ficulty and  confusion,  and  lead- 
ing to  the  risk  of  lost  sales." 

The  need  for  a  substantial 
investment  by  independent  phar- 
macies and  small  pharmacy 
chains  in  information  technology 
systems  to  guide  their  merchan- 
dising activity  would  appear  to 
be  overdue,"  he  says. 

As  these  systems  are  expen- 
sive, their  adoption  musl  In- 
organised  by  IT  specialists  selling 
systems  directly  to  the  pharmacy 
industry.  A  better'  option  would 
be  lo  buy  such  systems  through 
the  National  Pharmaceutical 
Association  or  a  main  wholesaler 
supplying  the  pharmacy. 

The  survey,  carried  out  in  late 
spring,  was  based  on  31  members 
of  small  pharmacy  groups,  mosl 
of  whose  retail  space  was  not 
larger  than  l,000sq  ft. 


&GO 


STORY 


OLYMPUS 

SAeet&Go  £ 


Olympus  has  teamed  up  with  Disney  Videos  this 
Christmas  for  a  unique  Toy  Story  promotion. 

You'll  find  the  Shoot  &  Go  R  and  Trip  200  packaged 
in  eye  catching  Toy  Story  packs  complete  with 
exclusive  extras  including  camera  case,  album,  and 
colour  postcard  featuring  characters  from  the  all 
action  blockbuster  movie. 

Toy  Story  is  released 
on  video  on  16th 
October  and 
will  be  the  stocking 
filler  every  child  (and 
quite  a  few  adults) 
will  demand.  With 
the  Shoot  &  Go  R 
and  Trip  200  ideal 
first  cameras,  you 
too  can  become  part 
of  the  most  heavily 
supported  video  in 
the  run  up  to 
Christmas. 

We  look  forward  to 
supplying  you  with 
lots  of  happy  endings 
in  the  months  ahead. 


Olympus  trade  sales  office  Toy  Story  hotline 
0171  251  9105  /  A 


P   I    X    A  R 
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Product  information:  Presentation:  90ml  bottle  of  red  fruit-flavoured  sugar-free  liquid  containing  loperamide  hydrochloride  1mg/5mg  cartoned  with  plastic  measuring  c 
,  Dose:  Adu|ts  and  children  over  12,  two  10ml  doses  followed'  by  one  10ml  dose  after  each  episode  of  diarrhoea.  Maximum  dose:  eight  10ml  doses  in  24  hours.  Not  for  usi 
children  under  12  years.  Uses:  Treatment  of  acute  diarrhoea.  Contradictions:  Conditions  in  which  inhibition  of  peristalsis  is  to  be  avoided,  abdominal  distension,  colitis  or  as : 
treatment  in  acute' dysentery.  Warning  and  Precautions  for  Use:  Imodium  Liquid  is  for  the  symptomatic  relief  of  diarrhoea  only  and  is  not  a  substitute  for  rehydration  therap 
■symptoms  persist  for  more  than  24  hours,  a  doctor  should  be  consulted.  Drug  Interactions:  None.  Side-effects:  Abdominal  cramps,  nausea,  vomiting,  drowsiness,  dizziness, 
mouth  afi&skin  reactions.  Pregnancy:  loperamide  should  only  be  used  during  pregnancy  or  lactation  on  the  advice  of  a  doctor.  Overdose:  Consult  doctor.  Gastric  lavage  or  indui 
emesis  and/lienema  may  be  recommended,  if  intoxication  suspected,  naloxone  may  be  administered  and  patient  observed  for  at  least  48  hours.  Product  Licence  Number 
00242/0115.  R»90ml  £3.45;  PL  Holder:  Jannssen:Cilag  Ltd,  Saunderton,  High  Wycombe  HP14  4HJ.  Date  of  preparation  October  1996.  Legal  Category:P.  TM  indicates  trade  m; 


For  further  detai%0  our  bonus  offers  and  support  package  contact  your  Johnson  &  Johnson.MSD  Territory  Manager  or  telephone  01494  4507, 


Diarrhoea  sufferers 
prefer  less  liquid. 


And  new  Imodium  liquid  (Loperamide)  allows  you  to  give  them 
less,  as  it  can  stop  diarrhoea  with  one  dose  (traditional  liquid 
remedies  can  require  several  doses). 

However,  less  liquid  for  your  customers  doesn't  mean  less  profits 
for  you. 

In  fact,  by  replacing  unbranded  K&M  sales  with  Imodium  liquid, 
your  profits  could  treble.* 

No  wonder  pharmacists  prefer  to  sell  more  Imodium. 

*  Nellsen  anthdiarrhoeal  report,  August  1996  (cash  rate  of  sale). 


Recommend  a  new  solution  for  diarrhoea 


LETTERS 


Competition 

Lemsip's  12  Weeks  of 
Christmas -Week  4 

It's  competition  time  again,  cour- 
tesy of  Reckitt  &  Colman,  the  mak- 
ers of  Lemsip.  This  week,  one 
lucky  pharmacist  has  the  chance  to 
win  a  new  security  safe  for  the 
pharmacy.  Thanks  to  Lemsip  Max 
Strength,  your  pharmacy  will  be 
protected  to  the  maximum. 

Since  its  launch  last  season, 
Lemsip  Max  Strength  has  shown 
exceptional  sales  growth.  Lemsip 
Max  Strength  comes  in  the  tradi- 
tional Lemsip  hot  drink  format  and 
contains  extra  paracetamol,  a 
decongestant  and  vitamin  C.  So, 
when  your  customer  wants  fast, 
effective  relief  from  cold  and  flu 
symptoms,  look  no  further  than 
Lemsip  Max  Strength,  one  of  the 
strongest  remedies  available  in 
self-selection. 

For  a  chance  to  win  a  great  new 
security  safe  for  your  pharmacy 
just  answer  the  following  question. 


|Lemsip  Max  Strength  (GSL) 
'contains  the  maximum  levels 
of~  paracetamol  Ph. Eur  and 
decongestant  phenylephrine  HCI 
BP  allowable  for  consumer  self- 
selection.  What  are  these  levels? 

Send  your  answer  on  a  postcard 
to:  Lemsip/Chemist  &  Druggist 
Competition,  Miller  Freeman 
House,  Sovereign  Way,  Tonbridge, 
Kent  TN9  1RW  by  November  16. 

To  capitalise  on  the  success, 
Reckitt  &  Colman  have  launched  a 
five-pack  of  Lemsip  Max  Strength 
to  add  to  the  ten-pack  already  avail- 
able. 

See  you  next  week,  watch  this 
space! 

Lemsip  Max  Strength  GSL  is  manu- 
factured by  Reckitt  &  Caiman 
Products  at  Dansom  Lane,  Hull 
HU8  7DSfrom  whom  further  infor- 
mation is  available  on  request. 

Lemsip  is  a  trademark. 


Rules 

1  The  competition  is  open  to  pharmacists  only.  2  Only 
one  entry  per  person  written  on  a  postcard  will  be 
accepted.  3  The  competition  is  not  open  to  employees 
of  Reckitt  &  Colman,  Miller  Freeman  or  their  agencies 
or  relatives.  4  Entries  received  after  November  1(3. 
1996,  will  not  be  eligible.  5  The  first  correct  entry 
drawn  at  random  after  the  closing  date  will  be 
awarded  the  prize  as  stated,  6  The  judges'  decision  is 
final  and  no  correspondence  will  be  entered  into.  7 
Reckitt  <&  Colman  reserves  the  right  to  use  any  sub- 
missions for  future  publicity.  8  No  cash  alternative 
will  be  offered.  NB  Entries  will  be  drawn  after  two 
weeks  -  any  late  entries  will  not  be  eligible 


Check  shows  underpayment   Training  -  what  training? 


In  May,  an  underpayment  of 
over  £1,500  was  discovered 
by  the  National  Prescription 
Research  Centre.  This  mistake 
was  spotted  through  a  routine 
check  of  a  bundle  of 
prescriptions  belonging  to  my 
village  pharmacy  and 
prompted  me  to  ask  NPRC  to 
carry  out  further  checks  of 
three  other  prescription 
bundles  where  the  same 
product  (Pancrease)  in 
quantities  of  100  x  100  were 
dispensed  but  the  payments 
received  were  for  1  x  100, 
resulting  in  an  underpayment 
of  over  £1,500  per  script.  A 
total  underpayment  of 
£3,212.84  was  identified, 
mainly  attributed  to  the 
month  of  October,  1994,  for 
the  sum  of  £3,167.44 

Although  this  money  will 
now  be  credited  to  me,  my 
pharmacy  has  suffered  the 
loss  in  interest  payments  and 
bank  charges  as  a  result  of 
this  mistake  for  two  full  years. 

I  have  requested  the 
Pharmaceutical  Services 
Negotiating  Committee  to  ask 
the  Department  of  Health  and 
Prescriptions  Pricing 
Authority  for  an  immediate 
revision  of  the  FP34 
statement  to  include  a  list  of 
all  expensive  items  (currently 
those  costing  over  £100) 
together  with  monies  paid  for 
each  item. 

PSNC  has  not  responded  to 
my  letters  and  phone  calls 
positively  yet  and  wants  to 
add  this  as  part  of  a  non- 
achievable  long-term 
strategy.  Another  great  fudge 
by  PSNC. 

My  proposal  is  easy  to 
achieve  as  FP34  statements 
already  state  the  numbers 
and  the  amounts  of  expensive 
prescriptions  processed. 

What  can  contractors  do  to 
achieve  this  objective? 

1  Ask  their  local 
pharmaceutical  committees 
to  raise  the  matter  with  PSNC. 

2  Demand  that  PSNC  takes 
action  immediately. 

3  Write  to  me  with  their 
concerns  and  a  copy  of  their 
actions. 

4  Ask  for  confirmation  of 
payment  when  endorsing  all 
your  expensive  scripts. 

I,  on  behalf  of  contractors, 
am  not  asking  for  miracles, 
only  for  the  same  print-out 
that  PPA  staff  have  access  to 
but  we  the  contractors  do  not 
receive  because  of  the  red 
tape  between  PSNC  and  DoH. 
Hassan  Argomandkhah 
Tel:  0151  487  761. 
Fax:  0151  283  3424. 


I  have  never  written  a  letter  to 
any  magazine  before,  but  on 
this  occasion  I  feel  that  I  must. 
Unipath  says  that  the  main 
reason  for  exclusively 
selecting  Boots  was  it  felt  that 
Boots  could  train  its 
pharmacists  and  staff  in  its 
use.  My  sister-in-law  contacted 
me  to  see  if  I  could  get  her  a 
kit,  I  told  her  I  couldn't,  it  was 
exclusive  to  Boots,  and  that  its 
staff  would  show  her  how  to 
use  it.  She  duly  bought  one, 
but  was  offered  no  training  on 
its  use,  and  the  assistant  was 
only  interested  in  selling  her 
refill  tests. 

What  happened  to  the  so- 
called  training  of  staff  or  were 
they  trained  in  link-selling 
only? 

Name  and  address  supplied 

The  writing  is  on  the  wall 

Xrayser  and  his  dotty 
assistant  very  clearly  show 
why  the  independent 
pharmacy  is  doomed.  Firstly, 
he  rages  about  being  denied 
the  new  Persona  fertility 
device  -  does  he  not  realise 
Unipath  only  wants  its 
product  presented  in  modern, 
clean  premises? 

Secondly,  he  is  at  a  loss 
about  how  to  get  paid  for 
removing  the  proverbial  brick 
from  the  eye.  He  sends  his 
customers  to  the  optician.  He 
will  doubtless  be  referring  all 
his  requests  for  contraceptive 
advice  and  products  to  the 
fertility  clinic. 
E  B  Collishaw 
Long  Stratton,  Norfolk 

Holes  in  Unipath  argument? 

In  response  to  Hubert  Lafont's 
letter  (C&D  October  12),  I 
have  the  following  comments 
to  make  regarding  the  launch 
of  Persona  through  Boots. 

We  have  experienced  the 
launch  of  Tagamet,  Zantac, 
Nicotinelle,  Hydrocortisone 
OTC,  etc  for  over  the  counter 
sale  in  recent  times.  All  these 
products  needed  trained  staff 
in  pharmacy,  and  the 
companies  were  successful  in 
training  Boots,  as  well  as 
independent  pharmacies. 

Mr  Lafont  claims  in  his 
letter  that  the  real  issue  is 
Unipath's  inability  to  train 
10,000  pharmacists  in  a  very 
short  space  of  time.  Who 
controlled  the  time  element 
for  the  launch?  The  real  issue 
for  independent  pharmacies 
is  Unipath's  noticeable 
'downgraded'  marketing 
policy  in  the  first  year. 


He  further  claims  that  the 
real  business  opportunity  will 
become  apparent  late  next 
year  when  the  product  is 
established.  Whose  business 
opportunity  are  we  talking 
about  -  Boots'  or  independent 
pharmacy's? 

How  does  Unipath  expect 
independent  pharmacies  to 
capitalise  when  its  own 
marketing  will  have 
established  the  product  with 
Boots?  Has  Mr  Lafont  thought 
how  he  has  staked  his 
company's  reputation  with 
independent  pharmacies  as  a 
result  of  this  marketing 
policy? 
R  L  Hindocha 
CAMRx  Buying  Group 

Not  worthy  of  a  furore 

There  will  doubtless  be  a 
reaction  to  the  decision  by 
Unipath  to  exclusively  market 
Persona  through  Boots  the 
Chemists.  It  is  a  great  pity  that 
the  public  utterances  by 
Unipath  regarding  the 
exclusive  marketing  have 
contained  phrases  which  will 
only  serve  to  annoy  and  insult 
community  pharmacists  and 
stimulate  the  divisions 
between  the  profession. 

However,  look  at  it  from 
Unipath's  point  of  view.  It  has 
managed  to  convince  Boots, 
with  flattering  statements 
about  its  professionalism  and 
comprehensive  staff  training 
package,  that  it  alone  in  the 
UK  is  equipped  to  sell  the 
new  equipment. 

Boots  on  its  part  will 
possibly  have  to  keep  at  least 
one  device  in  stock  in  most  of 
its  stores. 

The  effect  is  that  Unipath 
will  have  instantly  sold  a  large 
number  of  units  to  Boots  and 
at  the  same  time  created  a 
false  demand  in  other 
chemists  to  stock  the  product. 
It  is  nothing  more  than  clever 
marketing. 

I  would,  therefore,  caution 
all  pharmacists  to  carefully 
consider  the  demand  there 
will  be  for  this  device.  If  you 
read  the  instructions  for  use 
and  look  at  the  cost,  you  will 
possibly  agree  that  it  will  not 
appeal  to  the  majority  of  the 
population  and  will  carry  a 
fairly  high  risk  of  failure  for 
those  who  would  rely  on  it. 

If  there  is  the  possibility  of 
this  device  becoming 
available  on  the  NHS,  then 
there  could  be  an  increased 
demand.  Until  this  happens, 
the  demand  will  be  quite  low 
and  not  worthy  of  a  furore. 
Philip  Rhys  Jones 
Bromley,  Kent 
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For  prescriptions  written  as 
diclofenac  EC,  MR  75mg  Caps 
or  diclofenac  DR  75mg  Caps. 


You  are  obliged  to  dispense: 


Motrfene*  75? 


DUAL-RELEASE 


diclofenac  sodium  25/50mg 


Please  note: 

Motifene  75mg  may  also  be  dispensed  against  diclofenac  75mg  mr.  Caps. 


Motifene  75mg  Abbreviated  Prescribing  Information. 
Presentation:  Blue-capped,  colourless  capsules 
containing  75mg  of  diclofenac  sodium  in  a  dual-release, 
pelletised  formulation.  25mg  of  diclofenac  sodium  is 
presented  as  enteric-coated  pellets,  the  remaining 
50mg  as  sustained-release  pellets  Indications: 
Rheumatoid  arthritis,  osteoarthritis,  low  back  pain, 
acute  musculo-skeletal  disorders  (e.g.  periarthritis, 
tendinitis,  tenosynovitis,  bursitis,  sprains,  strains, 
dislocations),  relief  of  pain  in  fractures,  ankylosing 
spondylitis,  acute  gout,  control  of  pain  and 
inflammation  in  orthopaedic,  dental  and  other  minor 
surgery.  Not  suitable  for  use  in  children.  Dosage:  One 
capsule  once  or  twice  a  day,  preferably  just  before  a 
meal.  Non-steroidal  anti-inflammatory  drugs  should  be 


used  with  caution  in  the  elderly  Contra-indications:  A 
known  sensitivity  to  diclofenac,  active  or  suspected 
peptic  ulcer  or  gastro-intestinal  bleeding,  asthmatics  in 
whom  attacks  of  asthma,  urticaria  or  acute  rhinitis  are 
precipitated  by  other  non-steroidal  anti-inflammatory 
drugs  including  aspirin  Precautions:  Patients  with  a 
history  of  gastro-intestinal  disease,  severe  hepatic, 
cardiac  or  renal  insufficiency  (including  the  elderly) 
should  be  monitored  closely  during  treatment.  Patients 
with  a  bleeding  diathesis  or  other  haematological 
abnormality.  Pregnancy  and  Lactation.  Co- 
administration with  lithium,  digoxin,  methotrexate, 
oral-hypoglycaemic  drugs,  oral  anticoagulants, 
potassium  sparing  diuretics,  other  non-steroidal  anti- 
inflammatory    drugs,     cyclosporin.  Side-effects: 


Occasionally  reported:  nausea,  vomiting,  diarrhoea, 
epigastric  pain,  headache,  dizziness,  vertigo,  rashes  or 
skin  eruptions.  Rarely  reported:  gastro-intestinal 
bleeding,  peptic  ulceration,  drowsiness,  tiredness, 
urticaria,  liver  function  disorders,  oedema, 
hypersensitivity  reactions  Legal  category:  POM  Pack 
details:  Motifene  75mg  capsules  (PL  8265/0003),  basic 
NHS  price  £14  99  per  blister  pack  of  56  capsules.  Full 
prescribing  information  is  available  on  request  from  the 
Product  Licence  Holder:  Panpharma  Limited,  Repton 
Place,  Amersham,  HP7  9LP. 


Date  of  Preparation:  March  1996 
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Another  Schaffer  customer  struck  off 


A  pharmacist  who  bought  medi- 
cine from  unlicensed  wholesaler 
Pierre  Schaffer  has  had  his  name 
struck  off  the  Pharmaceutical 
Register. 

Ivor  Sherman,  of  Edgware, 
purchased  unlicensed  products 
that  had  come  from  as  far  afield 
as  India  and  Mexico,  and  dis- 
pensed them  to  patients. 

The  Statutory  Committee  of 
the  Royal  Pharmaceutical  Soci- 
ety heard  how  Mr  Sherman  pur- 
chased 19  consignments  of  vari- 
ous medicines  worth  S9,885  from 
Mr  Schaffer,  including  S7.598 
worth  of  unlicensed  products  for 
his  pharmacy,  William  G  Carter 
(Pinner). 

Mr  Sherman,  who  has  since 
sold  his  Finchley  shop  and  runs  a 
new  pharmacy  in  Pinner,  Middle- 
sex, even  admitted  selling  the 
drugs  between  November,  1992, 
and  October,  1993  -  knowing  a 
portion  was  unlicensed.  He  said 
he  bought  them  because  they 
were  cheaper  than  normal. 

Josselyn  Hill,  solicitor  to  the 
Society,  told  the  hearing  that  Mr 
Schaffer  -  whose  activities  have 
already  brought  15  other  phar- 
macists before  the  Committee, 
hawked  his  wares  from  the  back 
of  his  car.  He  had  previously 
been  a  legitimate  wholesaler,  but 
his  licence  was  revoked  in  1987. 

Mr  Hill  said  that  during  an 
interview  with  the  Society's 
inspectors  on  March  2,  1994,  Mr 


Obiajulu  Ejiofor,  a  Brixton  phar- 
macist and  widowed  mother  of 
four,  ran  into  trouble  with  the 
courts  for  the  second  time  after 
unsuccessfully  trying  to  juggle 
her  busy  work  and  home  duties. 

The  Statutory  Committee  of 
the  Royal  Pharmaceutical  Soci- 
ety hearing  was  told  by  detective 
sergeant  David  Kirkpatrick  that 
failures  to  enter  pethidine  trans- 
actions into  the  register  -  con- 
trary to  the  Misuse  of  Drugs  Act  - 
and  a  complaint  that  a  patient's 
prescription  had  not  been  dated 
were  revealed  during  a  routine 
police  inspection  on  February  8, 
1995.  But,  he  stressed,  there  was 
no  allegation  of  illegal  dealing  or 
trafficking  of  drugs. 

With  regard  to  these  offences, 
Mrs  Ejiofor  was  fined  &200  on 
five  counts  at  Camberwell  Magis- 
trates Court  on  August  23,  1995. 
There  were  also  nine  offences  to 
be  taken  into  consideration. 

Josselyn  Hill,  representing  the 
Society,  told  the  Committee  that 
Mrs  Ejiofor  had  first  been 
warned  about  her  'book-keeping' 
in  1988. 
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Sherman  "readily  admitted"  buy- 
ing products  from  Schaffer  and 
conceded  he  knew  some  were 
unlicensed. 

He  said  that  if  there  was  any 
danger  to  customers,  he  would 
not  have  dispensed  them.  He  had 
not  checked  to  establish  whether 
Mr  Schaffer  was  licensed. 

Giving  evidence,  Mr  Sherman 
told  the  Committee  he  first  met 
Mr  Schaffer  in  the  mid-1980s 
when  he  was  working  for  a  phar- 
maceutical company.  "He  re- 
appeared in  mid-1992.  He  told  me 
he  was  acting  as  an  agent  for  a 
pharmacy  I  knew  of." 

Mr  Sherman  said  he  confronted 
Mr  Schaffer  about  the  lack  of 
licences,  and  the  wholesaler 
replied:  "I  know,  but  I'm  bound  to 
get  them  sooner  or  later." 

The  pharmacist  told  the  hear- 
ing: "It's  easy  to  be  wise  in  hind- 
sight, I  think  it's  because  I'm  too 
trusting,  maybe  naive,  and  that's 
been  my  downfall." 

During  the  course  of  the  Soci- 
ety's investigation,  an  inspector 
also  discovered  that  a  number  of 
inadequately  labelled  products 
and  patient  returns  were  in  the 
dispensary.  Because  of  their  situ- 
ation, there  was  a  suspicion  they 
could  have  been  accidentally  re- 
dispensed  to  customers. 

Questioned  by  Mr  Hill  about 
these  products,  Mr  Sherman 
angrily  retorted,  "There  is 
absolutely  no  way  they  were  for 


Mrs  Ejiofor,  who  runs  the 
Speck-Tin  Pharmacy,  Brixton, 
first  appeared  before  Camber- 
well  Magistrates  Court  six  years 
ago  and  was  fined  S600  for  failing 
to  enter  transactions  involving 
methadone  in  a  Controlled  Drugs 
register. 

After  admitting  six  offences, 
with  a  further  21  to  be  taken  into 
consideration,  Mrs  Ejiofor 
appeared  before  the  Statutory 
Committee  of  the  Society  in  Jan- 
uary, 1992,  where  it  was  agreed 
that  a  reprimand  would  be  suffi- 
cient punishment. 

Giving  evidence  at  the  most 
recent  hearing,  Mrs  Ejiofor  said 
she  lost  her  doctor  husband  fol- 
lowing an  accident  in  1988.  She 
was  left  to  run  the  pharmacy  sin- 
gle-handed and  look  after  her 
three  children,  as  well  as  being 
pregnant  with  her  fourth  child, 
who  is  now  eight. 

She  said  she  had  been  shaken 
up  by  her  first  set  of  convictions 
and  had  attempted  to  be 
extremely  careful  about  keeping 
records. 

Therefore,  she  said,  she  was 


dispensing.  I  do  things  my  way 
and  I  have  not  hurt  anyone." 

The  Committee  was  told  that 
Mr  Sherman,  who  qualified  in 
1969,  had  previously  been  repri- 
manded by  the  Society  in  April, 
1992,  for  an  allegation  of  dispens- 
ing deficient  private  prescrip- 
tions for  a  hair-restoring  potion. 
The  deficiencies  related  to  the 
omission  of  details,  such  as  the 
patient's  name  and  address,  on 
the  prescriptions. 

The  pharmacist  sobbed  as  his 
wife,  Patricia,  a  qualified  phar- 
macist's assistant  and  a  director 
of  the  company  they  ran 
together,  told  the  hearing  how 
her  husband  had  become 
"morose  and  withdrawn"  since 
the  "stigma  of  having  had  deal- 
ings with  Mr  Schaffer  reared  its 
ugly  head",  putting  a  severe 
strain  on  family  relationships. 

Giving  the  decision,  Commit- 
tee chairman  Gary  Flather  QC 
said,  "He  is  at  the  high  end  of  the 
Schaffer  cases.  Our  feelings  are 
that  there  is  no  other  way  to  deal 
with  this  other  than  to  direct  Mr 
Sherman's  name  to  be  removed 
from  the  Register." 

However,  Mr  Sherman's  frank- 
ness in  admitting  that  he  knew 
the  drugs  were  unlicensed  and 
other  mitigating  circumstances, 
prompted  the  Committee  to 
advise  him  to  apply  to  be 
restored  to  the  Register  within 
nine  months. 


"astonished"  when  DS  Kirk- 
patrick discovered  the  failures.  "I 
have  no  excuse  for  this,"  she  told 
the  hearing.  "The  errors  were 
caused  by  the  stress  I  was  suffer- 
ing at  the  time." 

Mrs  Ejiofor  said  she  now 
realises  she  was  trying  to  do  too 
much  at  once,  but  has  taken  on 
new  members  of  staff  to  help  run 
the  pharmacy. 

Committee  chairman  Gary 
Flather  QC  said  the  Committee 
had  decided  to  give  Mrs  Ejiofor 
one  more  chance  to  prove  her- 
self by  adjourning  the  outcome 
for  12  months. 

Mr  Flather  went  on:  "Keeping 
records  is  a  bread  and  butter  job, 
but  it's  absolutely  crucial  that  it's 
done.  In  many  ways,  Mrs  Ejiofor 
has  done  commendably  well.  She 
has  faced  a  difficult  life  as  a  sin- 
gle parent  with  four  children  and 
running  a  pharmacy  without  her 
husband's  help. 

"She  is  a  competent  person  - 
and  she  can  do  it,  and  do  it  well. 
We  want  Mrs  Ejiofor  to  succeed 
and  remember  that  we  are  at  her 
elbow  -  looking  on." 


Midlands'  pharmacist 
pays  the  price  for 
poor  standards 

A  West  Midlands'  pharmacist 
found  guilty  of  misconduct 
appeared  before  the  Royal  Phar- 
maceutical Society's  Statutory 
Committee  last  week  to  learn  his 
fate.  David  Meddings,  of  Wolver- 
hampton, had  judgment  post- 
poned in  April,  1995,  after  being 
found  guilty  of  keeping  out  of 
date  and  inadequately-labelled 
stock  on  his  "messy"  dispensary 
shelves. 

The  Committee  had  been 
"appalled"  at  the  state  of  the  phar- 
macy, but  after  seeing  evidence 
that  conditions  had  improved, 
put  off  a  final  decision. 

Last  week's  resumed  hearing 
was  told  that  following  the  April, 
1995,  adjournment,  the  pharma- 
cist, who  had  since  put  the  busi- 
ness up  for  sale,  appeal  ed  to  have 
begun  a  slide  back  into  slovenly 
ways.  A  visit  by  Society  inspector 
Jill  Williams  on  September  15, 
1995,  showed  that  conditions  had 
"deteriorated"  and  he  was  given 
an  advice  note  detailing  exactly 
what  was  wrong.  However,  when 
she  returned  on  February  8,  1996, 
although  "the  general  tidiness 
and  cleanliness  was  approved", 
the  inspector  still  had  good  rea- 
sons to  tick  Mr  Meddings  off. 

A  further  visit  on  June  13,  1996, 
proved  the  conditions  had  again 
improved,  but  the  inspector's  last 
call  on  September  26  -  less  than  a 
month  before  this  hearing  was 
due  to  take  place  -  showed  that 
Mr  Meddings  had  undone  a  lot  of 
his  own  hard  work. 

Giving  evidence,  Mr  Meddings 
said  he  had  had  difficulty  in  keep- 
ing up  with  all  the  improvements 
required  because  he  suffers  from 
rheumatoid  arthritis  and  found  it 
difficult  to  get  about.  It  had  also 
been  a  struggle  financially,  with 
losses  being  made  on  the  busi- 
ness. He  admitted  he  found  it 
hard  to  comply  with  all  of  Mrs 
Williams'  requests  due  to  his  ill- 
ness and  that  was  why  he  had 
decided  to  put  the  business  up  for 
sale.  Asked  what  he  intended  to 
do  when  the  business  was  sold, 
he  said  he  would  like  to  locum 
three  to  four  days  a  week. 

After  hearing  that  Mr  Meddings 
had  been  working  without  a  dis- 
pensary assistant  since  1993, 
Committee  chairman  Gary 
Flather  QC  told  him:  "I  would 
have  thought  it  would  have  been 
as  plain  as  a  pike  staff  that  you 
needed  help." 

Giving  the  Committee's  deci- 
sion, Mr  Flather  told  him:  "Bad 
practice  will  not  be  tolerated.  You 
have  been  given  so  many  warn- 
ings. We  have  decided  to  order 
the  removal  of  your  name  from 
the  Register." 
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'One  more  chance  for  Brixton  pharmacist 


INDIGESTION  • 
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Rumbles  and 
grumbles  in 


market 


The  indigestion  remedies  market  has  failed  to  live  up 
to  expectations  recently,  with  new  brands  and  the 
H2  antagonists  which  have  switched  from  POM  to  P 
being  shunned  in  favour  of  tried  and  tested  products 


The  indigestion  sector  has 
proved  to  In1  one  of  the 
mosl  dynamic  in  recent 
years,  witli  POM  to  P 
switches  of  H2  antago- 
nists, new  flavours  for  mass  mar- 
ket antacids  and  increasing  num- 
bers of  protocols  and  guidelines. 

The  launch  ol  1 1.'  anlagi  misls 
as  P  products  was  expected  to 
revolutionise  the  market  and 
enhance  the  professional  role  of 
the  pharmacist.  However,  sales 
have  failed  to  meet  expectations 
and  there  appears  to  be  a  reluc- 
tance to  recommend  newer 
products,  relying  on  I  he  more 
established  brands. 

Market  figures 

Market  research  company  IRI 
Infoscan  estimates  thai  the  indi- 


gestion market  is  now  worth 
around  572.05  million  (52  weeks 
ending  August,  lt)U(i),  with  phar- 
macies (including  Boots  the 
Chemists)  accounting  for  around 
S47.6m. 

Rennie,  Gaviscon  and  Zantac 
are  the  only  significant  brands 
showing  upward  trends, 
although  Zantac  was  moving 
from  a  smaller  base.  Gaviscon's 
performance  is  due  to  the  fact 
that  it  has  a  strong  position  in 
pharmacies  -  still  the  market 
leader  with  22  per  cent  of  the 
pharmacy  market  -  and  is  one  of 
the  few  brands  increasing  year 
on  year. 

The  most  notable  introduc- 
tions to  the  market  ,  namely  Zan- 
tac and  Tagamet,  are  perhaps 
failing  to  perform  as  expected, 


P 


with  the  former  suc- 
ceeding at  the 
expense  of  the  latter, 
comments  IRI  Infos- 
can.  The  company 
adds  that  Zantac's 
sterling  share  in- 
crease has  to  be 
judged  in  the  context 
of  significant  media 
investment  and  what 
is,  after  all,  a  high 
price  per  pack.  In  the 
long-term,  IRI  Info- 
scan  predicts  that 
this  brand  will  proba- 
bly dominate  the  P 
sector,  as  it  has  done 
in  I  he  POM  arena, 
and,  given  this  en- 
couraging start,  il  is 
unlikely  thai  the 
other  P  products  - 
namely  Tagamet  LOO 
id  AC  -  will  overtake  it  . 


Passed  up 

H2  antagonists  are  not  always 
recommended  or  sold  to  those 
for  whom  they  are  fully  appropri- 
ate,  suggests  a  discussion  docu- 
ment which  has  been  produced 
by  the  Group  for  the  Advance- 
ment of  Pharmacy  (GAPP).  This 
is  despite  being  recognised  as 
highly  effective  and  safe  medi- 
cines. As  a  result,  pharmacists 
are  passing  up  the  professional 
and  commercial  opportunities 
offered  by  these,  and  other,  POM 
to  P  switches. 

The  group  of  five  pharmacists, 
a  GP  and  a  nurse,  formed  to  dis- 
cuss the  opportunities  offered  by 
P(  )M  to  P  switches,  was  set  up  by 
Ian  Jones  (professor  of  phar- 
macy practice,  University  of 
Portsmouth)  and  funded  by 
Johnson  &  Johnson  MSI).  'Vic- 
tims of  Protocol  Culture'  reflects 
the  views  of  the  group  and  has 
been  sent  to  2,000  practising 


community  pharmacists,  accom- 
panied by  a  questionnaire. 

GAPP  argues  that  some  com- 
munity pharmacists  have  not 
been  communicating  the  bene- 
fits of  P  products  to  customers  as 
actively  as  they  might.  They  have 
left  safe  and  effective  treatment 
uniquely  available  for  them  on 
the  shelf.  The  group  felt  this  was 
largely  due  to  a  lack  of  confi- 
dence in  recommending  these 
products;  unfamiliarity  with  spe- 
cific products;  and  misconcep- 
tions as  to  the  status  and  role  of 
so-called  protocols. 

In  a  recent  statement,  the 
Royal  Pharmaceutical  Society 
Council  defined  the  need  for 
each  pharmacy  to  provide  a  writ- 
ten document,  referred  to  as  a 
protocol,  covering  the  procedure 
to  be  followed  when  a  medicine 
is  supplied.  However,  many  man- 
ufacturers have  used  the  word 
'protocol'  in  the  title  of  published 
material  to  describe  what  is,  in 
fact,  advice  or  guidance.  The 
extent  to  which  pharmacists  use 
this  information  to  produce  their 
own  protocol  is  a  matter  of  indi- 
vidual professional  judgment, 
states  the  Council  document. 

In  some  cases,  pharmacists 
have  felt  obliged  to  adopt  the 
detail  of  questioning  set  out  in 
the  literature  leading  to  "intense 
and  often  unnecessary  level  of 
screening"  when  customers 
request  products  by  name. 

In  relation  to  patients  present- 
ing wit  h  symptoms  of  indigestion 
and  heartburn,  the  group  argues 
that  the  H2  antagonist  guidelines 
(misnamed  as  protocols)  have 
not  been  equally  applied  in  the 
recommendation  and  sale  of 
alternative  indigestion  remedies 
such  as  antacids  or  alginates. 
These  "are  generally  freely  sold 

Continued  on  P600  ► 
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with  little  or  no  questioning  of 
the  customer  by  the  pharmacist". 

It  concludes  by  stating  that 
"the  consequence  of  such  strict 
adherence  to  and  misinterpreta- 
tion of  guidance,  that  was  only 
ever  proposed  in  an  advisory 
capacity,  is  the  denial  of  superior 
and  effective  products  to  appro- 
priate customers". 

Group  product  manager-  at 
Johnson  &  Johnson  MSD,  Ghis- 
laine  Robson,  believes  that  H2 
antagonists,  such  as  Pepcid  AC, 
offer  pharmacists  a  major  oppor- 
tunity to  develop  their  profes- 
sional role,  as  well  as  improving 
their  business.  "With  NHS  mar- 
gins being  eroded  and  supermar- 
kets taking  even  bigger'  shares  of 
traditional  pharmacy  sectors, 
such  as  baby  care  and  oral 
hygiene,  Pharmacy  only  prod- 
ucts offer  pharmacies  a  unique 
selling  point.  Pepcid  AC  has  an 
excellent  safety  profile,  which 
allows  it  to  be  recommended 
with  confidence  by  pharma- 
cists," she  said. 

She  agreed  that  many  pharma- 
cists seemed  to  regard  all  H2 
antagonists  as  'second-line'  ther- 
apy' for  indigestion  and  heart- 
burn when,  In  fact  "their  fast, 
effective  and  safe  action  means 
they  should  be  recommended 
first  to  many  sufferers". 

Although  Pepcid  AC  and  other 
H2  antagonists  had  not  captured 
as  large  a  share  of  the  indigestion 
market  as  predicted  when  they 
were  initially  switched,  Ms  Rob- 
son  pointed  out  that  the  market 
share  is  growing  gradually  as 
pharmacists  and  patients 
become  more  familiar  with  the 
products  and  how  they  work. 
For  example,  the  longer-lasting 
effect  of  Pepcid  AC  (up  to  nine 
hours)  has  been  a  key  message  of 
advertising  campaigns.  A  track- 
ing survey  carried  out  after 
extensive  TV  advertising  of  Pep- 
cid AC  reported  that  14  per'  cent 
of  ant  acid  users  were  more  likely 
to  use  Pepcid  AC  after  realising 
its  long  duration  of  action. 

She  believed  there  was  consid- 
erable potential  for  growth  in  the 
market.  "In  some  countries,  acid 
controllers  account  for  one  in 
three  indigestion  remedies  sold. 
Pepcid  AC  has  pr  oved  very  popu- 
lar in  the  US,  where  it  is  the  num- 
ber one  over  the  counter  indiges- 
tion remedy." 

The  Medicines  Control  Agency 
has  proposed  that  the  licensed 
indications  for  Pepcid  AC  (famo- 
tidine) be  extended  to  include 
'prevention  of  indigestion  and 
acid  indigestion  when  associated 
with  food  or  beverage,  including 
nocturnal  symptoms'. 

Market  leader 

Heal  her  Lowdon,  brand  manager 
for  Gaviscon,  says  Gaviscon  has 
performed  r  emarkably  well  over 


the  last  year-,  retaining  its  posi- 
tion as  market  leader,  and  actu- 
ally increasing  its  market  share 
in  the  face  of  POM  to  P  switches 
and  new  product  launches. 

She  believes  the  H2  antago- 
nists have  gained  at  the  expense 
of  antacids.  "Although  the  value 
of  the  market  has  grown  since 
the  launch  of  the  H2s,  the  volume 
has  actually  decreased."  How- 
ever, the  greater  activity  in  the 
market,  with  three  new  major 
brands  investing  heavily  in 
advertising,  has  succeeded  irr 
raising  the  pr  ofile  and  has  bene- 
fited Gaviscon. 

Responding  to  the  suggestion 
that  many  pharmacists  appear' 
reluctant  to  recommend  112 
antagonists  as  first-line  treat- 
ment, Ms  Lowdon  comments 
that  the  increase  in  treatment 
protocols  and  change  in  regula- 
tions has  led  many  pharmacists 
to  adopt  a  stepwise  approach. 
But  she  stressed  that  the  ratio- 
nale for  sales  <  if  indigestion  prod- 
ucts was  down  to  each  individual 
pharmacist.  She  added  that  the 
safety  profile  of  Gaviscon,  com- 
bined with  its  efficacy  and  lack 
of  interactions,  made  it  a  popular 
choice  for  pharmacists  and 
patients. 

Ms  Lowdon  referred  to 
recently-published  research, 
which  concluded  that  liquid  algi- 
nate was  as  effective  as  raniti- 
dine in  the  treatment  of  gastro- 
oesophageal  reflux  disease. 
However,  as  liquid  alginate,  such 
as  Gaviscon,  is  significantly 
cheaper  than  branded  ranitidine, 
it  was,  irr  fact,  found  to  be  more 
cost-effective. 

Focus  on  dual  action 

"With  the  threat  to  Resale  Price 
Maintenance  and  other  pres- 
sures on  independent  pharma- 
cists, P  products,  such  as  Taga- 
met 100  and  Tagamet  Dual 
Action  Liquid,  offer  a  lifeline," 
believes  Mark  Cooper,  product 
manager  for  OTC  Tagamet. 
"Pharmacists  are  crying  out  for 
effective  OTC  medicines  and 
they  should  be  placing  a  greater 
emphasis  on  the  P  category, 
where  they  can  add  value  to  the 
purchase  with  advice  and  infor- 
mation," he  says. 

Although  he  agreed  with  the 
suggestion  that  "on  the  whole  H2 
antagonists  have  not  yet  lived  up 
to  market  expectations",  Mr 
Cooper  explains  this  is  probably 
due  to  them  being  heavily  pre- 
scribed in  the  past  at  high  doses 
for'  more  serious  conditions  such 
as  peptic  ulcers.  As  a  result,  they 
are  often  perceived  by  patients 
and  pharmacists  as  being  "too 
strong"  for  OTC  use.  However, 
he  believes  that  as  a  result  of 
educational  initiatives  and  famil- 
iarity through  use,  attitudes  are 
changing,  reflected  by  an 
increased  'level  of  comfort' 
reported  in  a  tracking  survey. 


Although  the  H2  antagonist  mar- 
ket share  of  the  pharmacy  indi- 
gestion mar  ket  only  amounts  to 
6.9  per  cent,  he  is  optimistic 
about  potential  for  growth  "as  in 
the  US,  the  corresponding  figure 
is  near  er  33  per  cent". 

As  part  of  its  commitment  to 
pharmacy  education,  earlier  this 
year,  Smithkline  Beecham  spon- 
sored 'A  pharmacy  protocol  for 
the  OTC  treatment  of  reflux  and 
dyspepsia'.  Written  jointly  by 
Professor  Duncan  Colin-Jones 
and  Dr  Jeremy  Barnes,  the  clini- 
cal guidelines  clearly  explain 
that  there  is  a  place  for  all  four 
categories  of  products  (antacids, 
alginates,  H2  antagonists  and 
alginate/H2  antagonist  combina- 
tions) in  OTC  recommendation. 

Over  the  last  year,  Smithkline 
Beecham  Consumer  Healthcare 
has  been  focusing  on  its  Dual 
Action  Liquid  because  of  its 
uniqueness  in  the  market.  Mr 
Cooper  explains:  "Consumer  sur- 
veys had  shown  that  heartburn 
suffer  er  s  want  fast  but  sustained 
action.  The  alginate  element 
physically  prevents  reflux  offer- 
ing fast  relief,  while  the  cimeti- 
dine  ensures  prolonged  action.  It 
is  also  well  recognised  that 
within  the  market,  liquids  are 
seen  as  being  more  'empathetic 
and  soothing'."  The  liquid  format 
also  helps  Tagamet  compete 
with  the  market  leader  Gaviscon. 

Its  availability  on  prescription 
will  give  the  liquid  further  credi- 
bility through  GP  endorsement 
and  is  likely  to  further  reassure 
patients  and  pharmacists  as  to  its 
safety  and  efficacy. 

Although  the  average  con- 
sumer buys  two  and  a  half  packs 
of  indigestion  remedies  a  year, 
SB  has  discovered  that  Tagamet 
100  users  buy  five  to  six  packs  a 
year.  Therefore,  as  Mr  Cooper 
explained,  there  is  a  smaller  base 
of  users,  but  they  are  frequent 
purchasers  and  very  br  and  loyal. 

Rennie  update 

The  updated  Rennie  Indigestion 
Market  Report  from  Roche  Con- 
sumer Health  reveals  that  the 
dramatic  growth  in  the  mar  ket 
(14.8  per  cent  in  1994)  seems  to 
have  stabilised,  and  value  growth 
is  now  5.2  per  cent. 

Sales  of  H2  antagonists,  which 
now  account  for  5.2  per  cent  of 
sales,  have  contributed  to  the 
increased  volume  of  indigestion 
tablet  sales,  which  has  increased 
from  63  per  cent  to  over  7(3  per- 
cent during  the  year. 

The  report  highlights  results  of 
a  Mintel  consumer  survey,  which 
revealed  that  42  per  cent  of  t  hose 
surveyed  considered  the  recom- 
mendation of  a  pharmacist  or 
doctor  to  be  the  most  important 
aspect  in  product  choice.  Fast, 
effective  relief  was  another 
important  factor  when  selecting 
an  indigestion  remedy,  but  sur- 
prisingly, the  need  for  a  product 
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to  last  for  a  number  of  hours  did 
not  score  as  an  influence  among 
sufferers. 

Roche  claims  that  more  people 
rely  on  Rennie  than  any  other 
indigestion  remedy,  with  a  37.4 
per  cent  share  of  the  total 
antacids  market  and  a  45  per- 
cent share  of  traditional  tablet 
remedies. 

Ready  for  Remegel 

Remrnt'l  has  held  on  to  its  unique 
position  of  being  the  only 
'chewy'  as  opposed  to  'chewable' 
indigestion  preparation.  Novelty 
factor  aside,  are  there  any  loyal 
followers'? 

Yes,  says  Simon  Pothecary, 
product  manager  at  Warner-Lam- 
bert. "Remegel  is  unique  and 
lends  itself  to  sampling."  Once 
tried  and  tested,  people  tend  to 
stick  to  it.  Compared  to  users  of 
traditional  indigestion  remedies, 
Remegel  attracts  more  women 
and  more  people  from  the  25-35 
age  group.  It  also  appeals  to 
occasional  users  of  remedies 
who  want  immediate  relief  and 
prefer  to  self-select. 

Self-selection,  though,  has  its 
drawbacks  for  pharmacy  and 
gains  for  the  groceiy  sector,  par- 
ticularly as  Remegel's  annual 
retail  sales  tot  up  to  S9m,  which 
is  split  50:50  between  the  two 
sectors. 

"The  GSL  market  has  been 
under  some  pressure  in  phar- 
macy and  we  are  very  anxious  to 
support  the  category  and 
Remegel  within  pharmacy,"  says 
Mr  Pothecary.  At  present  Warner- 
Lambert  is  doing  this  through 
new  display  material  and 
planograms  to  maximise  shelf 
space. 

However,  next  month,  coming 
up  towards  the  peak  seasonal 
period,  the  company  will  be  pro- 
moting Remegel  at  the  Good 
Food  Show  (November  27- 
December  1).  The  theme  of  the 
stand  will  be  stress-related  indi- 
gestion, not  an  uncommon  prob- 
lem at  Christmas.  As  well  as  sam- 
pling, there  will  also  be  a 
masseur  on  hand  to  knead  the 
tension  and  strain  out  of  willing 
visitors. 

Remegel  is  currently  the  num- 
ber two  GSL  indigestion  brand, 
with  a  12.9  per  cent  volume  share 
arid  a  10.2  per  cent  value  share. 
Rennie  is  the  brand  leader. 
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As  seen  on 


Senokot*,  the  leading  pharmacy  laxative,  is  to  be  advertised  on  terrestrial  television  from  November  4  ii 
the  London,  Central,  North  and  North  West  regions  for  a  three-week  period.  The  brand  will  see  a 
significant  investment  for  the  last  quarter  of  1996  with  a  view  to  national  TV  advertising  in  1997 


and  hurtles  down 


Senokot  fact  file 

•  A  reliably  effective  laxative  with  senna 
formulated  especially  to  yield  a  constant 
amount  of  active  ingredient  in  each  dose  for 
a  laxative  that  is  gentle  on  the  bowel  for 
customers  with  one-off'  constipation. 

•  Like  constipation,  Senokot  is  colon- 
specific.  It  gently  stimulates  the  muscular 
contractions  of  the  colon. 

•  Each  tablet  contains  standardised  senna 
equivalent  to  7.5mg  total  sennosides. 


Screen  opens  on  nervous  looking  young  He  looks  over  the  terrifying  rollercoaster 
man  drop ... 

Research  has  indicated  that  40  per  cent  of  those  suffering  from  constipation  in 
Europe  seek  treatment  for  their  condition.  In  the  UK,  that  figure  could  be  closer  to 
16  per  cent  .  The  English  'stiff  upper  lip'  syndrome  could  be  costing  you  profits! 

The  tone  of  t  he  advert  isement  will  help  break  t  aboos  associated  with  constipat  ion 
and  offer  assurance  that  this  common  condition  can  be  easily  treated.  It  has  been 
designed  to  drive  consumers  into  the  pharmacy  to  treat  their  const  ipat  ion  where 
previous  inhibitions  have  prevented  them  from  seeking  treatment  . 


So  if  you're  looking  to  make 
profits  on  an  untapped  laxative 
market  -  think  Senokot! 


1  Senokol  isa  trademark 
Product  information 

Active  ingredients  K-.u-U  tahlet  contains  standardised  senna  equivalent  to  7  r,mg  total  sennosides  Each  5ml  s|  ifulol  syrup  contains  standardised  senna  extracl  equivalent  to  7.5mg  total  sennosides  Each 

5ml  (2.73g)  spoonful  of  chocolate  granules  contains  standardised  senna  equivalent  to  I5mg  total  sei  sides.  Indications:  Relief  of  occasional  oi  non-persistenl  constipation.  Contra-indications  In  common 

with  other  laxatives,  Senokot  should  nol  be  given  wl  diagnosed  acute  oi  persistent  abdominal  pain  is  present  Further  information:  Senokot  is  colon-specific.  Senokot  syrup  and  granules  contain 

sugar  Senokol  tablets  are  . siujai  tree  Dosage  and  administration  Adults  and  children  over  12  -  2  tablets  in  24  hours,  or  2  x  5ml  spoonfuls  of  syrup,  or  a  level  5ml  spoonful  of  grannies,  la  ken  al  night;  Children 
6-12   1  tablet  in  24  hours,  or  1  x  5ml  spoonful  of  syrup  or  1/2  x  5ml  spoonful  of  granules,  taken  in  the  morning;  Children  under  li  consult  yout  doctor.  Tablets:  20  Tabs,  S1.21;  60,  S2  99;  100,  S3.75.  Syrup: 

l00ml,S2.43  Granules  100g,S3.46  Marketing  Authorisa  is:  Senokol  Tablets  0063/5000R,  Senokol  Syrup  0063/5003R,  Senokot  Granules  0063/5002R  Holder  of  Marketing  Authorisations  Reckitt  &  Colman 

Products  Ud,  Dans  Lane,  Hull  HU8  7DS,  from  whom  furthei  informal  s  available  Legal  Slat  us:  Senokol  Tablets  -  Kills,  P;  20s  and  60s,  GSL;  Senokol  Syrup  500ml,  P;  100ml,  GSL;  Si  kol  Granules 

500g,  P;  50gand  lOOg,  t  ISL  Method  of  sale:  Through  registered  pharmacies.  Dale  of  preparation:  1 1/6/96  Senokol  and  the  sword  and  circle  symbol  are  trademarks. 
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Product  news  from 
the  indigestion  market 


Advertisement  Feature 

Rennie 

The  pharmacist  as  a 
diagnostician 
(Recommending  the 
appropriate  remedy) 

The  indigestion  remedies  market  is  one  of 
the  fastest-growing  OTC  sectors.  However, 
the  influx  of  brands  can  often  cause 
confusion  to  consumers  when  choosing  a 
remedy. 

In  order  to  be  able  to  recommend  the 
appropriate  remedy,  pharmacists  should 
be  aware  of  customer  influences. 
Consideration  should  be  given  to 
customers'  particular  ailments,  their 
general  lifestyle  and  overall  health.  Even 
the  time  of  year  can  be  important. 

Here,  Harshvinder  Bhullar,  Medical 
Services  Assistant  for  Roche  Consumer 
Health  suggests  a  speedy,  mental  checklist 
which  pharmacists  may  find  useful  in 
recommending  the  right  remedy  for  the 
right  person  at  the  right  time. 
Who  are  you  advising?  When  a  customer 
comes  into  your  shop,  make  a  mental  note 
of  their  approximate  age  and  sex.  Try  and 
find  out  a  little  about  their  lifestyles,  le  do 
they  work,  do  they  eat  regularly?  You  will 
be  able  to  gain  enough  insight  without  ask- 
ing too  many  guestions  and  getting  too 
personal.  One  in  four  sufferers  will  seek 
advice  from  their  pharmacist,  but  don't  be 
afraid  to  approach  those  who  don't.  Find 
out  whether  your  customer  has  tried  a 
product  before  and  if  it  was  effective.  New 
users  and  those  who  have  tried  a  treat- 
ment that  hasn't  worked  are  probably  the 
most  likely  to  need  your  advice. 

However,  12  per  cent  of  sufferers  will 
make  their  own  decision  and  select  a 
product  from  the  shelf.  These  are  the 
customers  to  look  out  for.  They  tend  to  be 
under  30,  with  men  being  less  likely  to  ask 
for  assistance  than  women. 
When  are  you  advising  them?  Consider  the 
time  of  year.  If  you  know  there  has  been  a 
surge  of  TV  advertising,  this  may  affect  their 
decision.  You  might  find  that  some  sufferers 
choose  a  remedy  simply  because  they  believe 
it  is  the  most  powerful  available. 

Christmas  is  a  high  sales  season  for 
indigestion  remedies.  Your  customers  will 
readily  associate  this  period  with  over- 
indulgence, but  may  be  unprepared  for 
other  less  obvious  over-indulgent  times 
and  occasions  of  the  year,  such  as  moving 
house,  summer  barbecues,  exam  time,  etc. 
What  are  they  suffering  from?  Many  cus- 
tomers may  not  know  the  different  types  of 
indigestion,  with  heartburn,  trapped  wind  and 
acid  indigestion  being  the  most  common. 

Explain  your  diagnosis  fully  and  offer 
advice  to  help  prevent  repeat  attacks. 
What's  the  right  remedy  for  them? 
Antacids,  Rafts  and  H2  Antagonists  all 
have  their  strengths,  but  recent  research 
from  Mintel  (October,  1995)  reveals  that 
fast  and  effective  are  key  product  attrib- 
utes sought  by  sufferers.  Lasting  product 
efficacy  is  not  a  key  benefit  as  far  as  users 
are  concerned. 

Find  out  when  your  customer  suffers  from 
indigestion.  Over  half  of  sufferers  get 
indigestion  at  night.  While  a  liguid  antacid  is 
suitable  for  heartburn,  it  would  not  be  the 
most  appropriate  treatment  here  as  the  raft 
will  only  work  when  the  body  is  upright 

Consider  examples  such  as  these  when 
advising  your  customers.  Having  already 
guestioned  them  and  made  a  diagnosis, 
you  will  be  better  informed  to  recommend 
a  suitable  treatment. 


A  round-up  of  new 
launches,  repackaging 
and  promotional 
campaigns 

•  Setlers  Wind-eze  is  a  new  prod- 
uct specifically  formulated  by 
Stafford-Miller  to  relieve  trapped 
wind.  One  m  three  people  in  the 
lTK  suffer  the  discomfort  of 
trapped  wind,  which  is  caused  by 
thousands  of  foam-like  bubbles 
being  trapped  in  the  stomach. 

The  active  ingredient  of  the 
peppermint-flavoured,  chewable 


New  Wind-eze  for  trapped  wind 

tablet,  is  simethicone  125mg 
(activated  dimethicone)  that  acts 
by  coalescing  the  little  bubbles 
into  bigger  bubbles,  which  can 
be  gently  brought  up.  Sime- 
thicone is  not  absorbed  by  the 
body,  so  it  does  not  interact  with 
other  medication  or  disrupt  the 
balance  of  the  stomach. 

The  recommended  dose  for 
the  relief  of  t  rapped  wind  is  one 
or  two  tablets.  Setlers  Wind-eze, 
a  GSL  product,  is  blister-packed 
in  cartons  of  ten  (SI. 55)  or  30 
tablets  (£2.99). 

Stafford-Miller  believes  relief 
of  trapped  wind  is  an  under- 
developed sector,  as  the  majority 
of  sufferers,  if  they  do  use  a  rem- 
edy, are  dissatisfied  with  it.  It  esti- 
mates the  size  of  the  market  to 
be  between  S 12  million  and  &  15m. 

Launched  at  the  beginning  of 
September,  Setlers  Wind-eze  is 
being  supported  by  TV  advertis- 
ing, featuring  Alan  the  indiges- 
tion sufferer-,  and  a  range  of  new 
POS  material. 

Stafford-Miller'  repackaged  the 
Setlers  Antacid  range  earlier  this 
year,  giving  it.  a  "brighter,  bolder, 
look".  The  new  look  is  intended 
to  unite  all  three  var  iants  of  the 
brand:  fruit,  peppermint  and 
spearmint  flavours.  The  com- 
pany believes  the  new  packs 
have  high  impact  on-shelf  and 
clearly    communicate  Setlers' 


antacid  action,  while  retaining 
the  familiar  strapline,  'Express 
relief  -  from  indigestion  and 
heartburn'.  To  complement  the 
repackaging  and  to  act  as  a 
reminder  of  Alan  the  Setlers'  star, 
new  point  of  sale  materials  are 
available  from  Stafford-Miller. 

Advertising  support  for  the 
Sellers   brand   next    year  will 
amount  to  over  £3m. 
Stafford-Miller  Ltd.  Tel:  01707 
331001. 

•  .Johnson  &  Johnson  MSD  has 
introduced  minty  chewable  Pep- 
cid AC  tablets,  offering  the  bene- 
fits of  Pepcid  in  a  more  conve- 
nient and  accessible  presenta- 
tion. A  pack  of  eight  tablets 
retails  at  S2.49  and  a  limited  edi- 
tion two-tablet  pack  (£0.49)  will 


New  minty  chewable  Pepcid  AC 

be  available  to  pharmacists  to 
encourage  trial.  The  new  pack 
highlights  the  new  preventative 
indication.  Pepcid  AC  can  now 
be  taken  one  hour  before  eating 
when  the  indigestion  or  heart- 
burn symptoms  are  known  to  be 
associated  with  food  and  drink. 
Johnson  &  Johnson  MSD 
Consumer  Pharmaceuticals.  Tel: 
01494  450778. 

•  Gastrocote,  the  heartburn  and 
indigestion  remedy  from  Seton 
Healthcar  e,  is  now  available  over 
the  counter.  Widely  prescribed 
for  over  20  years,  Gastrocote  is 
now  classified  as  a  GSL  product, 
but  its  distribution  will  remain 
confined  to  pharmacies.  The  new 
OTC  range  consists  of  tablets 
(20,  £1.79;  40,  £2.75)  and  a  liquid 
presentation  (250ml,  £3.5(1). 

Asilone  Liquid,  another  indi- 
gestion product  from  Seton,  has 
been  renamed  Asilone  Antacid  to 
clearly  highlight  the  product's 
use,  at  the  same  time  reinforcing 
its  positioning  as  a  semi- 
ethical  indigestion  remedy. 
Redesigned  packs  carry  the 
strapline,  'Fast  relief  from  all 


types  of  indigestion',  and  use  a 
man's  photograph  with  a  red 
glow  to  highlight  exactly  where 
the  product  brings  relief. 
Seton  Healthcare  Group  pic.  Tel: 
0161  654  3000. 

•  Bisodol  Extra  Strong  Mint 
was  formulated  by  Whitehall 
Laboratories  to  appeal  to 
younger  indigestion  sufferers. 
The  active  ingredients  -  sodium 
bicarbonate,  and  calcium  and 
magnesium  carbonates  -  make  it 
fast,  long-acting  and  effective. 
The  tablets  are  presented  in  a 
handy  plastic  pack  with  a  reseal- 
able  flip-top  lid,  making  it  highly 
portable.  The  extra  strong  mint 
flavour  was  developed  to  appeal 
to  a  predominantly  male  market 
who  like  the  taste  of  extra  strong 
mints.  Consumer  research,  car- 
ried out  by  the  company, 
revealed  that  66  per  cent  of 
adults  who  suffer  from  indiges- 
tion frequently  consumed  extra 
strong  minis  A  pai  k  of  Id  tablets 
retails  at  £1.49. 


Bisodol  Heartburn  is  suitable  for 
use  by  pregnant  women 

Product  manager  Christina 
Harmes  says:  "Whitehall  is  invest- 
ing over  £2m  in  educating  con- 
sumers about  the  causes  of  indi- 
gestion, thus  helping  to  recognise 
the  complaint.  We  are  confident 
that  Bisodol  Extra  Strong  Mint 
will  grow  in  the  market  by  provid- 
ing a  convenient  and  effective 
remedy,  which  may  also  appeal  to 
those  who  ar  e  using  extra  strong 
mints  to  unsuccessfully  alleviate 
indigestion." 

Heartburn  is  particularly  com- 
mon in  women  during  preg- 
nancy, especially  in  the  mid  to 
late  stages.  Bisodol  Heartburn 
can  be  recommended  to  preg- 
nant women  during  the  last  six 
months  of  pregnancy. 
Whitehall  Laboratories  Ltd.  Tel: 
01628  669011. 

Continued  on  P604  ► 
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There  are  no  simple  solutions  to  IBS.  Mainly 
because  the  symptoms  experienced  by  sufferers 
vary  so  much.  One  of  the  generally  accepted  ways 
to  relieve  IBS  symptoms  is  for  sufferers  to 
introduce  more  fibre  into  their  diet.  However, 
although  a  high  fibre  diet  helps  some  people  with 
constipation,  many  IBS  sufferers  find  that  certain 
types  of  fibre  (e.g.  bran)  can  cause  diarrhoea,  and 
in  some  cases  exacerbate  smooth  muscle 
spasm.**  In  these  cases,  the  Pharmacist  may 
recommend  that  a  selective  antispasmodic  such 
as  Relaxyl  may  be  more  appropriate. 

Relaxing  with  RELAXYL 

The  pain  and  discomfort  of  IBS  occurs  when  the  smooth 
muscle  in  the  lower  intestine  goes  into  spasm.  Spasms  are 
often  so  distressing,  some  people  curtail  their  lifestyles  for  fear 
of  an  attack. 

Relaxyl,  which  contains  the  powerful  anti-spasmodic 
ingredient  Alverine  Citrate,  relieves  the  pain  and  discomfort 
of  IBS. 

Used  as  part  of  a  lifestyle 
management  programme, 
Relaxyl  can  considerably 
improve  the  IBS  sufferer's 
quality  of  life. 


Further  information 
about  IBS. 

There  are  a  number  of  organisations 
that  can  provide  sufferers  with 
information  on  IBS.  These  include: 
IBS  Bulletin,  c/o  The  Subscription  Department,  Central  Middlesex, 
Hospital  NHS  Trust,  PO  Box  18  East  Sussex  TN6  1ZY  01892  653268 

IBS  Network  Self  Help  Group,  St  John's  House, 
Hither  Green  Hospital,  London  SE13  6RU 


RELAXYL  in  pharmacy: 
Dedicated  to  the  relief 
of  painful  IBS 


Relaxyl 

ANTISPASMODIC  CAPSULIS  •/ 


*Trade  Mark  **  CY  Francis  MCRR  PJ  Whorwell  FRCP  "The  Lancet",  1994. 


ftODUCT  INFORMATION  RELAXYL.  Presentation:  Buff /green 
ird  gelatin  capsule  for  oral  administration.  Each  capsule 
frrtains  60mg.  alverine  citrate.  Uses:  Relaxyl  is  indicated  for 
\  relief  of  smooth  muscle  spasm  of  the  gastro-intestinal  tract 
;  irritable  bowel  syndrome.  Dosage:  Adults,  the  elderly  and 
(ildren  12  years  and  over:  1  or  2  capsules,  one  to  three  times 
lily.  Not  recommended  for  children  under  12  years  of  age. 
intraindications:  Cases  of  paralytic  ileus  or  hypersensitivity  to 


any  ol  the  ingredients  Interactions:  None.  Special  Warnings:  It 

symptoms  persist  or  worsen,  consult  your  doctor  Side  effects: 
^Possible  side  effects  may  include  nausea,  headache,  dizziness, 
pitching,  rash  and  allergic  reaction.  Eflect  on  ability  to  drive  and 
use  machines:  None  Incompatibilities:  None  Use  during 
pregnancy  and  lactation:  No  teratogenic  effects  have  been 
;  reported,  but  caution  should  be  exercised  during  the  first  trimester 
fof  pregnancy.  Overdosage:  Hypotension  and  atropine  like  toxic 


effects.  Pharmaceutical  precautions:  Store  in  a  dry  place  below 
25  C  Legal  category:  Pharmacy  Package  guantities  and  prices 
(ex  VAT):  18  capsules,  £3.70   Product  Licence  No: 
PL0322/0072.  Date  of  Preparation:  September  1996. 
Shelf  lite:  3  years  Product  Licence  Holder:  Norgine 
Ltd.,  Moorhall  Road,  Harefield,  Middlesex,  UB9  6NS. 
Distributor:  Whitehall  Laboratories  Limited, 
Taplow,  Maidenhead,  Berkshire,  SL6  OPH. 


INDIGESTION 


Tagamet  Dual  Action  Liquid  now  available  on  prescription  and  OTC 


*Jj  Continued  from  P602 


Special  winter  deals  on  Remegel 


•  Warner-Lambert  Consumer 
Healthcare  is  supporting 
Remegel  with  a  special  deal  this 
winter.  A  package  of  flavours 
and  sizes  of  Remegel  is  available 
at  a  discounted  rate  with  a  free 
disposable  camera  and  addi- 
tional merchandising,  including 
shelf  features.  For  entry  into  a 
competition,  pharmacy  staff 
should  ensure  that  they  have  an 
eye-catching  and  effective  mer- 
chandising display  ready  for  a 
visit  from  their  Warner-Lambert 
Consumer  Healthcare  territory 
manager.  A  photograph  will  be 
taken  of  the  display  and  entered 
in  the  competition  to  win  a  luxu- 
rious Christmas  food  hamper. 
The  closing  date  for  entries  is 
November  30.  Further  activities 
for  Remegel  include  a  heavy- 
weight sampling  programme  and 
a  continuing  press  advertorial 
campaign. 

Warner-Lambert  Consumer 
Healthcare.  Tel:  01703  641400. 

•  Bayer  has  repackaged  Alka- 
Seltzer  in  time  for  its  annual 
Christmas  offensive.  The  new 
packaging  uses  graphics,  which 
allow  the  box  to  stand  either 
edge  on  the  shelf,  and  to  fit  any 
size  of  facing.  The  pale  colour  of 
the  old-style  packs  has  been 
replaced  by  bright  blue  with  red 
and  yellow  to  identify  Original  or 
Lemon  variants.  Alka-Seltzer  will 
now  be  available  in  packs  of  ten 


Alka-Seltzer  repackaged 

R04 


and  30,  priced  at  SI. 85  and  £2.99 
respectively.  The  packaging  has 
been  designed  to  appeal  to  a 
wide  audience  from  the 
younger,  maybe  suffering  from  a 
hangover,  to  the  housewife, 
needing  indigestion  relief.  Nick 
Wall,  product  manager  for  AJka- 
Seltzer  says:  "Pharmacists 
should  be  aware  that  recent 
research  has  shown  us  that  Alka- 
Seltzer  users  will  not  opt  for 
another  brand  if  the  one  they 
want  is  out  of  stock." 
Bayer  Consumer  Care  Divisions 
(Bayer  pic).  Tel:  01635  563465. 

•  Reckitt  &  Colman  is  support- 
ing Gaviscon  Liquid  with  further 
TV  advertising,  which  will  be  on 
screen  until  December.  New  POS 
and  window  display  material  is 
also  available. 

Reckitt  &  Colman  Products.  Tel: 
01482  326151. 

•  Smithkline  Beecham  is  con- 
solidating its  leading  position 
within  the  indigestion  market 
with  a  number  of  new  advertis- 
ing and  marketing  initiatives 
across  the  broad  spectrum  of 
brands,  including  Andrews, 
Tagamet  100,  Tunis  and  Milk  of 
Magnesia.  It  claims  Tagamet's 
market  share  is  growing  -  the 
last  bi-monthly  sales  were  up  10 
per  cent  sterling  -  with  the 
growth  coming  from  Tagamet 
Dual  Action  Liquid,  now  avail- 


£250,000  campaign  (or  IMatraleze 


able  on  prescription  as  well  as 
OTC.  The  long-term  aim  for  the 
introduction  of  the  liquid  on  pre- 
scription is  to  further  stimulate 
confidence  in  the  market  and 
increase  the  number  of  con- 
sumers trying  the  combination 
formula. 

Andrews  has  recently  been 
relaunched  with  new  packaging 
and  a  sustained,  heavyweight 
national  TV  advertising  cam- 
paign -  the  first  time  in  20  years 
that  Andrews  Salts  has  been 
advertised  on  TV. 

The  company  estimates  that 
Tunis  holds  a  7  per  cent  share  of 
the  total  indigestion  market  and 
a  2.7  per  cent  share  of  the  phar- 
macy indigestion  tablet  market. 
Milk  of  Magnesia,  with  the  great- 
est, brand  awareness  in  the  gas- 
trointestinal category,  currently 
holds  over  4  per  cent  of  the  total 
indigestion  market  and  shows 
signs  of  continuous  growth. 
Smithkline  Beecham  Consumer 
Healthcare.  Tel:  0181  560  5151. 

•  Silicol,  a  silica  gel,  which  is  a 
best-seller  in  Germany  and  Scan- 
dinavia, is  said  to  protect  the 
stomach  and  may  help  ease  a 
range  of  gastrointestinal  prob- 
lems such  as  indigestion  and 
nausea.  Silicol  is  distributed  in 
the  UK  by  Saguna  (UK)  and  is 
available  through  AAH  Pharma- 
ceuticals, Daniels  Enterprise 
and  K  Waterhouse.  Saguna  is 
supporting  the  brand  with  a  con- 
sumer PR  and  advertising  cam- 
paign, as  well  as  sampling  offers 
in  health  and  women's  interest 
magazines. 

Saguna  (UK).  Tel:  01483  426187. 

•  English  (bains  plans  to  push 
Natraleze  -  the  herbal  remedy 
for  heartburn,  indigestion  and 
trapped  wind  -  even  further  next 
year,  with  a  planned  5250,000 
promotional   campaign,  which 


includes  PR  and  advertising  in 
the  women's  press. 
English  Grains  Healthcare.  Tel: 
01283  228300. 

•  Zantac  75  still  holds  prime 
position  in  the  H2  antagonist 
market,  generating  twice  as 
many  cash  sales  as  its  nearest 
competitor.  This  is  partly  driven 
by  consumer  satisfaction,  with 
almost  90  per  cent  saying  it  is 
better  than  previously  tried 
remedies  and  around  the  same 
proportion  saying  they  intend  to 
buy  it  again. 

The  H2  antagonist  sector  holds 
a  13  per  cent  share  of  the  total 
indigestion  market  and  has  seen 
a  year  on  year  increase  of  3.2  per 
cent. 

Glaxo  Laboratories  Ltd.  Tel:  0181 
990  9444. 

•  Pepto-Bismol  is  being  given  a 
boost  over  the  next  six  months, 
but  only  in  the  Tyne  Tees  area 
to  begin  with.  From  October 
until  March,  a  marketing  initia- 
tive is  being  piloted,  which 
includes  pink  posters  with 
'quirky'  bylines  and  travel  wal- 
lets distributed  through  travel 
agents. 

Procter  &  Gamble  has  also  just 
published    the  'Pepto-Bismol 
Technical  Manual'  for  pharmacy, 
which  discusses  the  efficacy, 
safety  and  mode  of  action  of 
bismuth    subsalicylate,  Pepto- 
Bismol's  active  ingredient.  The 
manual  also  includes  extracts  of 
research  papers  on  the  drug. 
Procter  &  Gamble  (Health  and 
Beauty  Care)  Ltd.  Tel:  01932 
896000. 

•  Roche  Consumer  Health 
claims  that  more  people  rely  on 
Rennie  than  any  other  indiges- 
tion remedy.  It  holds  a  37.4  per 
cent  share  of  the  total  antacids 
market.  New  fresher  mintier 
Rennie,  launched  last  year,  has 
proved  populai  with  continuing 


Mintier  Rennie  proving  popular 


consumer  uptake.  Christmas 
time  means  is  the  peak  period 
for  purchasing  indigestion  rem- 
edies. Suffering  from  indigestion 
at  Christmas  can  be  particularly 
unpleasant  for  pregnant  women. 
However,  Roche  says  that  Ren- 
nie Rap-eze  is  low  in  sodium, 
making  it  ideal  for  would-be 
mums. 

Roche  Consumer  Health.  Tel: 
01707  366000. 
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Focus  on  Pha, 


Irritable  bowel  syndrome 


I  rritable  bowel  syii- 
I  drome  is  a  condition 
I  that  was  once  kept 
I  under     wraps  he- 
I  cause  people  were 
too    embarrassed  to 
idmit  to  Inn  ing  it.  Even 
hose  who  were  open 
about    their  affliction 
were  .seen  as  hypochon- 
driacs  by   work  col- 
eagues,    friends  and 
family. 

However,  thanks  to 
the  emergence  of  a 
new  category  within  the  indiges- 
tion market  for  IBS  and  aware- 
ness programmes,  such  as  IBS 
Week  in  June,  people  are  becom- 
\  more  understanding  of  the 
condition  and  more  people  have 
now  identified  themselves  as  IBS 
sulieieis 

Although  at  present  around  2.5 
million  people  have  been  diag- 
nosed by  their  GPs  as  IBS  suffer- 
ers, a  total  of  12m  will  have  had 
an  IBS  episode  at  some  time  in 
ieir  lives. 

Relaxyl 

Whitehall,  which  makes  Relaxyl, 
sees  this  as  an  unmissable  <  ippor- 
tunity  for  pharmacy,  as  product 
manager  Lorraine  King  explains: 
This  provides  pharmacists  with 
huge  sales  potential  in  a  market 
that  will  continue  to  grow  as  con- 
sumers recognise  that,  once  diag- 
nosed, it  is  a  condition  which  can 
managed  with  medication 
available  OTC." 

Since  its  launch  in  April  last 
year.  Relaxyl  (containing  anti- 
spasmodic alverine  citrate)  has 
ominated  the  IBS  market  and  is 
now  worth  £1.7  million  in  retail 
sales,   lis  commitment   to  the 
Hand  has  included  a  S  1.2m  mar- 
<eting  campaign  encompassing 
the  first-ever  TV  advertising  for 
5S,  national  press  advertising 
and  extensive  PR. 

Whitehall  is  also  committed  to 


pharmacy  training  and  has  put 
together  a  comprehensive  train- 
ing package.  In  addition,  training 
sessions  are  being  held  nation- 
wide for  pharmacy  assistants, 
including  Leicester,  November  6; 
Birmingham,  November  7;  Edin- 
burgh, November  1  1.  and  Belfast. 
November  21. 

Colpermin 

Peppermint  oil  has  been  used  in 
IBS  for  its  carminative  and  anti- 
spasmodic properties  for  many 
years.  In  June,  Pharmacia  & 
Upjohn  introduced  a  <iSL 
(licensed  for  sale  in  pharmacies 
only)  pack  of  Colpermin  into  the 
IBS  remedy  market.  ( 'olpermin  is 
still  available  in  the  original  100- 
capsule  dispensing  packs. 

The  OTC  launch  was  sup- 
ported by  an  intensive  advertis- 
ing campaign  in  the  Meridian 
region  and  the  company  is 
assessing  whether  to  extend  the 
campaign  nationwide 


Mebeverine 


Mebeverine  is  one  of  the  drugs 
currently  being  proposed  foi 
POM  to  P  switching  by  the  Medi- 
cines Control  Agency.  If  the 
changes  are  approved,  il  could 
mean  Colofac  and  Fybogel- 
Mebeverine  being  available  over 
the  counter  foi  IBS  by  the  end  ol 
this  year  The  daily  ma 
dose  being  proposed  is  4()-r)i 


Advertising  in  the  indigestion  sector  has  increased  in  the  last  two 
years,  largely  due  to  the  launch  of  the  H2  antagonists,  which 
generated  new  advertising  and  tactical  advertising  by  existing 
manufacturers. 

A  recent  survey  by  Johnson  &  Johnson  MSD,  which  has  been 
advertising  Pepcid  AC  on  television  and  in  the  press,  found  that  87  per 
cent  of  community  pharmacists  believe  that  consumer  advertising  of 
P-status  medicines  is  good  fortheir  business. 

A  tracking  survey,  to  determine  the  potential  impact  of  television 
advertising,  found  that  25  per  cent  of  indigestion  sufferers  were  likely 
or  very  likely  to  try  Pepcid  AC  before  the  advertising  campaign,  which 
rose  to  34  per  cent  following  it. 

The  effectiveness  of  trade  advertising  was  recognised  by 
Smithkhne  Beecham  Consumer  Healthcare,  which  communicated  the 
advantages  of  Tagamet  Dual  Action  Liquid  in  a  pharmaceutical  press 
campaign  earlier  this  year.  Before  the  campaign  started  Tagamet  OTC 
held  a  market  share  of  1.8  per  cent  (February/March),  which  had 
increased  to  2.1  per  cent  by  May/June  when  the  campaign  had 
finished,  with  the  growth  coming  from  liquid  sales. 
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Traxam 

Pain  Relief  Gel 

Powerful,  penetrating  relief  from 
muscular  aches,  pains  and  backache 


TRAXAM  TOP  TIPS 
FOR  MANAGING 
SOFT  TISSUE  INJURIES  IN  PHARMACY 


NUMBER  6  TISSUE  PENETRATION 


\\  hen  Mm  recommend  a  topical 
treatment  for  relief  of  pain  due  In 
injured  muscles,  tendinis  and  ligaments, 
you  need  In  feel  sure  that  your 
recommendation  can  actually  penetrate 
to  the  painful  tissue. 

The  penetrating  properties  ol  new 
Traxam  Pain  Reliel  Gel  were 
established  in  a  clinical  study  which 
measured  the  penetration  of  its  active 
ingredient  to  the  soft  tissues  of  the  knee 


8.4 


4.8 


were  considerably  higher  than  the 
levels  in  blood,  showing  that,  once 
applied  to  the  surface,  Traxam  Pain 
Reliel  Gel  penetrates  through  the  skin 
to  the  underlying  tissues,  to  the  site  of 
pain  and  inflammation. 

So  Traxam  Pain  Relief  Gel  is  an  ideal 
recommendation  for  most  consumers 
with  muscular  aches,  strains  and  sprains, 
providing  powerful,  penetrating  anti- 
inflammatory' action  to  the  muscles  and 


(Bolten,  W..  et  at, 
Progress  in 
Rheumatology, 
Internationa 
Seminar  on  the 
Treatment  of 
Rheumatic 
Diseases,  Vol  III, 
237-241,1987.) 
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Synovial  Cartilage  Tendon 

membrane 
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Muscle 


Ratio  ot  mean  tissue  levels  to  mean  plasma  levels  after  seven  days  on  patients 
undergoing  knee  surgery.  Dosage  3g/day' 


in  patients  undergoing  knee  surgery. 
The  gel  was  applied  to  the  skin  around 
die  knee  lor  7  days  prior  to  surgery. 
Tissue  samples  were  taken  from  the 
knee  (tendons,  synovial  membrane, 
muscle  and  cartilage)  during  surgery,  lo 
see  how  much  Traxam  had  reached  (he 
different  tissues.  Blood  samples  were 
also  taken  lo  see  how  much  Traxam  had 
found  its  way  into  the  circulation. 

As  you  will  see  from  the  bar  chart,  levels 
ol  Traxam  Pain  Reliel  Gel  in  all  tissues 


tendons  beneath  the  surface  of  the  skin, 
al  the  sight  ol  application. 

Because  only  low  levels  ol  Traxam  Pain 
Reliel  Gel  gel  into  the  blood,  there  is 
only  a  very  low  risk  of  users  suffering 
any  systemic  side  effects  I  rum  the 
treatment. 

Traxam  Pain  Reliel  Gel  is  a  cosmetically 
pleasant,  clear  m  l  with  no  smell, 
no  burn,  and  no  greas)  residue. 

Just  pure  pain  relief. 


FELBINAC 

Traxam 

Pain  Relief  Gel 

Pure  Pain  Relief 


PRODUCT  INFORMATION:  Presentation:  Clear,  non-greasy,  non-staining  gel  containing  30mg  felbinac  in  each  gram.  Uses:  A  topical  anti- 
inflammatory and  analgesic  for  the  relief  of  symptoms  associated  with  soft  tissue  injury  such  as  sprains,  strains  and  contusions  Dosage: 
Rub  1g  TRAXAM  Pain  Relief  Gel  (approximately  1  inch  (2.5cm)  of  gel)  into  the  altected  area  2  to  4  times  a  day.  Do  not  use  lor  longer  than  7 
days.  The  total  dose  should  not  exceed  25g  per  day  regardless  ot  the  number  ol  affected  areas.  Elderly:  No  special  dosage  recommendations 
are  made  lor  elderly  patients  Children:  Not  recommended  for  use  in  children  under  12  years  of  age.  Hands  should  be  washed  following 
application  ot  TRAXAM  Pain  Relief  Gel  unless  Ihey  are  in  the  treatment  site  Contraindications  Hypersensitivity  to  the  ingredients  TRAXAM 
Pain  Relief  Gel  should  not  be  given  lo  patienls  in  whom  attacks  of  asthma,  urticaria  and  acute  rhinitis  are  precipitated  by  Aspirin  or  other 
non  steroidal  anti-inflammatory  drugs  Precautions  and  special  warnings:  Use  of  TRAXAM  Pain  Relief  Gel  should  be  limited  to  intact  and 
non  diseased  skin.  Contact  with  mucus  membranes  and  the  eyes  should  be  avoided  TRAXAM  Pain  Relief  Gel  should  not  be  applied  with 
occlusive  dressings  oi  simultaneously  to  the  same  site  as  other  topical  preparations.  Safe  use  ot  Felbinac  in  early  childhood  has  not  been 
established  Side  effects:  Overall  incidence  ol  side  effects  with  telbinac  is  low.  Local  effects  such  as  mild  local  erythema,  irritation,  dermatitis, 
pruritus  and  paraesthesia,  which  recover  spontaneously  on  cessation  of  treatment,  are  the  most  common  reactions  Pharmaceutical 
precautions:  Store  below  25°C  Legal  category:  P  Package  quantities:  30g  tubes  Product  licence  number:  F 
Price:  E3.99  RSP  (£3.40  ex  VAT  i  Name  and  address  ol  licence  holder:  Cyanamid  ot  Great  Britain  Lid,  Cyanamid  House, 
Fareham  Road,  Hampshire  P013  OAS.  Distributor:  Whitehall  Laboratories  Limited,  Berkshire,  SL6  OPH 
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BUSINESS  MATTERS 


wise  decision 


How  many  employees 
get  the  chance  to  buy  a 
216-year-old  company? 
Guy  L'Aimable  reports  on 
the  management  buy-out 
of  Wisdom 


ix  months  into  his  manage- 
ment buy-out  and  Brian 
McMullen,  Wisdom's  man- 
aging director,  is  clearly 
enjoying  himself. 


Business  has  rarely  looked 
better,  although  he  is  honest 
enough  to  concede  the  change 
could  be  lucky  timing.  Still, 
Napoleon  believed  luck  was  the 
most  important  quality  a  general 
could  possess.  No  less  so  on  the 
business  battlefield. 

Wisdom's  exports  have  in- 
creased significantly  since  the 
buy-out,  according  to  Mr 
McMullen.  In  September,  the 
company  exported  to  Japan  for 
the  first  time  and  it  is  conducting 
a  test  market  in  Russia,  which 
could  lead  to  a  roll-out  there  by 
the  end  of  the  year.  Another  pos- 
sible new  market  is  the  Czech 
Republic. 

The  company's  biggest  export 
market  remains  the  US,  which 
annually  buys  over  3  million 
Wisdom  toothbrushes. 

With  all  this  activity,  added  to 
its  work  on  the  UK  market, 
wher  e  Wisdom  r  egular  is  said  to 
be  the  best-selling  brand,  the 
company's  plant  is  operating 
around  the  clock,  seven  flays  a 
week.  As  a  result,  Mr  McMullen 
has  taken  on  more  staff  and  has 
bought  new  equipment  to  boost 
his  output. 

Wisdom  reported  a  loss  for  last 
year's  trading  -  the  results  are 
due  at  the  end  of  the  month  -  but 
this  year  will  show  a  profit. 

This  turnaround  par  t  ly  reflects 
a  managerial  mac  hine  unencum- 
bered by  the  needs  of  the  Addis 
group,  Wisdom's  former  parent. 

"We  can  move  more  quickly 
now,"  says  Mr-  McMullen.  "Previ- 
ously, as  part  of  the  Addis  group, 
there  was  a  degree  of  filtration 
[the  group  had  to  decide  before 
Wisdom  went  ahead  with  any 
idea].  Now,  if  we  need  to  make  a 
quick  decision,  in  a  day,  we  can. 
And  we  can  involve  people  on 
the  shop  floor  more." 

The  current  activity  also  dis- 


plays how  Mr  McMullen's  MBO 
team  has  changed  as  owners. 

"We're  motivated  mor  e  and  we 
can  take  a  longer-term  per  spec- 
tive of  the  futur  e,"  he  comments. 
"And  there's  some  concentr  ation 
of  minds.  Previously,  it  was  up  to 
the  Addis  group  to  solve  any 
problems  the  business  had.  Now 
we  have  to  solve  the  problems 
ourselves.  My  colleagues  think 
the  same  way.  They're  more 
involved  in  strategic  planning 
than  they  were  before." 

On  face  value,  launching  an 
MBO  seems  risky,  but  Mr 
McMullen's  decision  makes 
sense  when  you  consider  his 
backgr  ound  and  Wisdom's  situa- 
tion at  the  time. 

He  knew  what  the  undertaking 
would  involve  because,  before 
joining  Wisdom,  he  had  been 
irrvolved  in  an  unsuccessful  buy- 
out attempt  for  McBrides,  a  pro- 
ducer of  own-label  household 
and  personal  care  products.  Mr 
McMullen  was  managing  direc- 
tor of  the  company's  personal 
care  division. 

Taking  stock  of  Wisdom  when 
he  joined  in  1994,  he  saw  it  was 
over-staffed  and  had  been  under- 
performing  for  six  years.  With 
encouragement  from  the  Addis 
family,  he  installed  a  new  infor- 
mation technology  system  and 
set  up  Wisdom's  own  sales,  mar- 


keting and  finance  division.  The 
company's  workforce  was  cut. 

The  Addis  family  r  ealised  that 
none  of  its  younger  members 
wanted  to  continue  the  business. 
When  it  decided  to  sell  Wisdom, 
Mr  McMullen  had  no  hesitation 
in  launching  a  buy-out  operation 
with  three  colleagues. 

"Once  you  get  into  any  busi- 
ness, you  develop  an  empathy 
for  it.  We  knew  what  we  wanted 
to  do  with  it  orr  an  ideal  basis, 
and  t  hat  meant  a  capital  expendi- 
ture. Addis,  at  the  time,  obvi- 
ously weren't  going  to  invest 
more  in  Wisdom  because  they 
didn't  want  to  own  it  for  much 
longer." 

Arranging  the  MBO  was 
another1  ball  game.  "The  difficult 
thing  was  making  it  happen.  The 
big  part  of  it  was  going  around, 
raising  the  finance.  I  didn't  have 
£1  million  or  more  in  my  pocket 
and  so  I  couldn't  do  it  without 
additional  financing.  That's  what 
took  the  time.  We  tried  to  cut  it 
down  to  four  venture  capitalists 
who  wanted  to  be  involved." 

Mr  McMullen  and  his  col- 
leagues chose  3i,  the  venture 
capital  group,  because  it  did  not 
mind  being  a  minority  share- 
holder, and  it  had  no  intention  of 
selling  t  he  business  later  to  make 
a  quick  profit  -  unlike  other  ven- 
ture capitalists. 


Not  that  3i  was  begging  the 
team  to  take  its  money.  It  had  to 
prove  itself  by  presenting  a  long- 
term  plan,  which  was  scrutinised 
by  3i's  experts.  Mr  McMullen's 
managerial  background  was  also 
investigated. 

The  buy-out  team's  members 
put  their  money  where  their 
mouths  were  by  collectively 
investing  a  "six-figure  sum"  into 
their  proposed  venture. 

While  setting  up  the  MBO,  Mr 
McMullen  could  not  forget  his 
normal  duties.  What  was  it  like? 
"Schizophrenic.  One  minute  you 
were  thinking  about  how  your 
share  preferential  terms  should 
be  restructured  in  the  year  2000, 
and  the  next  moment  you  would 
be  wondering  whether  you  need 
to  buy  a  new  line.  But  the  busi- 
ness had  to  carry  on  because 
there  was  no  way  of  knowing 
whether  your  MBO  would  suc- 
ceed," he  explains. 

Other  factors  favoured  the 
buy-out.  Two  companies,  both  of 
whom  produced  toothbrushes, 
had  placed  higher  bids,  but  Mr 
McMullen  says  they  wanted  to 
buy  the  Wisdom  name  and  shift 
production  away  from  its  tradi- 
tional base  in  Haverhill,  Suffolk 

The  Addis  family's  discreet 
backing  was  enormously  influen- 
tial. It  wanted  to  safeguard  the 
jobs  ol  Wisdom's  19")  employees 
and  knew  that  the  buy-out  team 
was  the  safest  option. 

Mr  McMullen  and  his  col- 
leagues now  own  64  per  cent 
of  the  company  -  3i  owns  the 
remainder. 

Although  the  UK  toothbrush 
market  is  expected  to  grow  5  per 
cent  to  it  100m  this  year,  Mr 
McMullen  believes  its  potential 
is  still  untapped.  British  con- 
sumers remain  unwilling  to 
change  their  toothbrushes  more 
regularly. 

C&D's  research  suggests  that, 
excluding  Boots,  pharmacies 
account  for  13  per  cent  of  Wis- 
dom's sales.  Boots  accounts  for 
5.5  per  cent. 

Toothbrushes  offer  relatively 
high  margins,  says  Mr  McMullen, 
and  community  pharmacies  will 
benefit  more  by  positioning  them 
at  point  of  sale.  He  does  have  an 
insider's  insight  -  his  brother 
owns  a  pharmacy  in  Stoke  and 
often  tries  out  Wisdom  tooth- 
brushes and  merchandising 
equipment. 
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Daniels'  directors 
involved  in  buv-out 


Seton  demonstrates 
strong  sales  growth 

Sell  hi  Healthcare's  pre-tax  profits 
Mist1  29  per  cent  toS7.9  million  on 
a  turnover  of  £49.3m  for  the  six 
months  to  August  31. 

Organic  sales  grew  it  per  cent 
during  the  period  ( 13  per  cent  like 
for  like),  making  Scion  the  fourth 
largest  snppliei  of  <  >TV  products 
to  pharmacies. 

Sales  at  its  I'K  consumer  divi- 
sion were  up  24  per  cent  to 
£20  640m,  while  those  of  its  UK 
medical  division  grew  (id  percent 
to£20.323m.  The  UK  accounts  for 
83  per  cent  of  its  business.  Seton's 
exports  rose  38  per  cent  to 
£8.350m. 

An  interim  dividend  of  2.7p  per 
share,  up  12.5  per  cent  on  that  of 
the  same  period  last  year,  will  be 
paid  on  January  31. 


Daniels  Pharmaceuticals'  direc- 
tors are  involved  in  a  manage- 
ment buy-out  for  parts  of  the 
company. 

Mike  Kidd,  Daniels'  managing 
director,  confirmed  thai  the 
directors,  whose  names  remain 
confidential,  have  been  working 
on  the  move  for  some  time. 

Like  other  prospective  buyers, 
the  directors  have  lodged  a  head 
of  agreement  with  both  Unichem 
and  Gehe  for  the  depots,  but,  at 
the  time  C&D  wenl  to  press,  the 
secretary  of  slate  for  industry 


had  yet  to  confirm  with  them 
whether  he  had  approved  or 
rejected  this.  Until  they  receive 
this  confirmation,  the  directors 
cannot  take  their  management 
buy-out  any  further.  [The  secre- 
tary of  state  has  formally 
approved  Unichem  and  Gehe's 
list  of  buyers,  but  he  has  yet  to 
specify  which,  if  any,  have  been 
rejected.] 

Mr  Kidd  says  the  value  of  the 
MBO  and  the  depots  involved 
remains  commercially  sensitive 
information  at  this  point. 


Wilson  trial  a4journment 

Nottingham  Magistrates  Court 
has  adjourned  the  triai  of  Kevin 
Wilson,  former  managing  director 
of  Crookes  Healthcare,  to 
December  16. 

Ciba  and  Sandoz  sales 

Ciba's  group  sales  rose  2  per  cent 
to  Sfr16.3  billion,  well  below 
analysts'  expectations  of  about  5 
per  cent,  for  the  third  quarter. 
Healthcare  sales  grew  by  3  per 
cent  to  Sfr6.1bn.  Sandoz's  sales 
for  the  nine  months  to  September 
rose  by  8  per  cent  to  Sfrl  1 .3 
billion  -  analysts  had  expected 
about  Sfr11.5bn.  The  company's 
pharmaceutical  sales  expanded 
by  a  fraction  to  Sfr5.8bn.  Sandoz 
comments  that  its  full-year  net 
profit  should  increase 
substantially. 

Skyepharma  generic  deal 

Skyepharma  has  signed 
development  contracts  for  six 
asthma  and  painkiller  compounds 
with  Genta-Jago  Technologies,  a 
venture  it  jointly  owns. 
Meanwhile,  it  reported  a  loss  of 
£6  million  on  a  turnover  of  £5. 1m 
for  the  year  to  July  31.  This  is  the 
company's  first  result  since  its 
acquisition  of  Jago  in  May  and  is 
said  to  be  in  line  with  its 
expectations. 

Sunny  retail  September 

Relatively  warm  weather  in 
September  led  to  excellent  sales 
of  sun  preparations  and  hayfever 
remedies,  reports  the  British 
Retail  Consortium.  Cough  and 
cold  remedies  performed  more 
modestly  during  the  month. 
Fragrance  sales,  meanwhile, 
were  not  as  impressive  as  those 
of  cosmetics. 

3M  acquires  vaginal  gel 

3M  Pharmaceuticals  has 
acquired  Metrogel-Vaginal  gel, 
(metronidazole  vaginal  gel  0  75 
per  cent),  a  leading  therapy  for 
bacterial  vaginosis,  from  Curatek 
Pharmaceuticals  for  an 
undisclosed  sum.  The  product  is 
currently  available  only  in  the  US, 
but  3M  plans  to  launch  it 
worldwide  over  the  next  two  to 
three  years. 

R&D  reaches  record  levels 

Research  and  development  by 
pharmaceutical  companies  in  the 
UK  is  set  to  reach  a  record  level 
of  £2  billion  this  year,  according 
to  a  report  by  the  Centre  for 
Medicines  Research.  The  CMR 
says  Britain  continues  to  be  more 
popular  than  other  European 
countries  as  a  market  place  for 
the  first-time  launch  of  new 
drugs. 


Gehe  plays  cautious  game 


Gehe  refuses  to  he  rushed  as  il 
plans  lis  next  move,  following 
I  'nicheni's  bid  for  Lli  >yds  ( 'heinisls 
last  week 

Dieter  Kammerer,  Gehe's  chair- 
man, told  ( '&D  "Why  should  I  be 
in  such  a  hurry?  We  continue  to 
have  an  interest  in  Lloyds,  but  we 
still  have  some  difficulties  in  evalu- 
ating the  various  unpads  to  our 
offer,  which  have  evolved  during 
the  [deliberation]  process. 

Mr'  Kammerer  says  he  remains 
worried  by  Lloyds'  recent  results 
and  by  how  the  acquisition  of 
Lloyds  could  affect  Gehe. 
"There's  obviously  one  parly  in 
this  game  who  Hunks  these  fac- 
tors do  not  mallei.  I'm  of  a  differ- 
ent opinion,"  he  says. 

Within  minutes  of  the  ( iovern- 
ment's  approval  for  both  Gehe 
and  I  nichem  to  resume  their  bid 
battle,  Unichem  had  placed  a 
share  and  cash  offer  that  valued 
Lloyds  at  £657.6  million. 
I  nicheni's  offer,  basically  the 
same  format  as  its  pre-Monopo- 
lies  and  Mergers  Commission 
bid,  put  forward  1(5  new  Unichem 
shares  and  926p  in  cash  for  every 
ten  Lloyds'  ordinary  shares.  As 
Unichem's  share  price  had  risen 
since  its  last  bid,  its  latest  otter 
was  about  ,S7m  higher. 

The  company's  ordinary  offer 
values  each  Lloyds'  share  at 
505.4p.  lis  preference  offer  is 
59.742p  in  cash  and  L.0323  new 
Unichem  ordinary  shares  for 
each  Lloyds'  preference  share. 
This  values  Lloyds'  preference 
share  capital  at  £30.1m 

Mr  Kaiiiinerei  admits  the  offer 
surprised  him  "Il  lakes  a  lot  of 
courage  for  them  to  quote  the 
same  offer  as  they  gave  some 
months   ago,   and    which  they 


declared  as  their  final  offer.  This 
offer  is  changing  day  by  day 
because  of  the  differences  in 
I  'nicheni's  share  price." 

Mr  Kammerer  believes  Unichem 
would  face  "significant  risks"  over 
the  acquisition  because  of  the  rela- 
tive sizes  of  Unichem  and  Lloyds, 
and  its  "lack  of  experience  in  inte- 
grating major  acquisitions". 

Jeff  Harris,  Unichem's  chief  ex 
ecutive,  has  no  doubl  that  he  can 
handle  the  integration  of  Lloyds. 
"In  the  last  fourto  five  years,  we've 
done  a  multitude  of  deals,  includ- 
ing the  development  of  Moss. 
We've  had  a  year  to  plan  this  and 
we're  strengthening  our  hoard  " 

Unichem,  he  adds,  has  a  g  I 

reason  for  launching  a  share  and 
cash  bid.  "1  want  to  discriminate 
between  the  cash  oiler  ami  the 
share  offer  because  the  feedback 


we've  had  from  a  number  of 
Lloyds'  institutions  is  that  they 
want  a  continuous  stake  in  the 
healthcare  industry.  I  believe  that 
they  would  want  to  become  share- 
holders of  Unichem,"  he  says. 

Unichem  estimates  that,  within 
12  months  of  the  acquisition,  it 
should  realise  cost-savings  and 
revenue  benefits  of  overSISm,  ris- 
ing to  520m  annually.  After  the  first 
12  months,  it  adds,  earnings  should 
increase  substantially. 

1  Inichem  expects  to  pay  £)54m  in 
rationalisation  costs  connected 
with  the  acquisition  -  £8m  more 
than  originally  estimated. 

Mr  Harris  says  Lloyds  remains 
a  ureal  opportunity  for  both  sets 
of  shareholders.  "We  believe  our 
extensive  retail  expertise  will 
greatly  enhance  both  out  busi- 
nesses," he  says. 


HRH  the  Princess  Royal  officially  opened  the  new  Glaxo  Wellcome 
Pharmacy  at  King's  College  Hospital,  London,  last  week.  The  state  of 
the  art  pharmacy,  developed  at  a  cost  of  over  £2  million  (of  which 
£1.75m  was  donated  by  Glaxo  Wellcome)  has  been  designed  to  give 
easy  access  to  wards,  departments  and  teaching  areas 
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Unichem  is  delisting  Unipath 
products  because  the  manufac- 
turer lias  blocked  its  move  to 
stock  the  Persona  contraceptive. 
The  wholesaler's  ban  includes 
Clear  Blue,  Unipath's  brand-lead- 
ing pregnancy  testing  kit,  which 
has  been  swept  from  Unichem's 
shelves. 

Last  week,  Unichem  placed  an 
order  for  Persona,  whose  distrib- 
ution has  been  restricted  exclu- 
sively to  Boots  for  one  year. 

Martyn  Ward,  Unichem's  sales 
and  marketing  director,  says  it 
has  acted  in  the  interests  of  inde- 
pendent pharmacies.  "Persona  is 
a  logical  product  for  independent 
pharmacists  to  stock,  as  its  sales 
require  a  confidential  environ- 
ment, a  trustworthy  source  of 

Smithkline 
Beecham 
shines  on 

Smithkline  Beecham 's  progress 
continues  with  pre-tax  profits  up 
20  per  cent  to  5374  million  for  the 
third  quarter  to  September 30.  Its 
turnover  during  this  time  rose  15 
per  cent  to  52  billion,  compared 
with  the  same  period  last  year. 

As  with  its  first  half  results, 
new  products  have  performed 
extremely  well.  Sales  of 
Seroxat/Paxil,  the  anti-depres- 
sant, grew  54  per  cent  to  5  189m. 
Those  of  Relafen/Relifex  rose  33 
per  cent  to  £85m.  Meanwhile, 
Kytril's  sales  leapt  33  per  cent  to 
S46m,  and  the  brand's  market 
share  in  the  US  is  approaching  50 
per  cent  because  it  is  increasingly 
popular  with  patients  suffering 
from  chemotherapy-induced  nau- 
sea and  vomiting. 

SB's  pharmaceuticals  business 
reported  a  20  per  cent  hike  in  its 
trading  profits  to  5263m  on  sales 
ofSl,163m. 

The  consumer  healthcare  divi- 
sion saw  its  sales  rise  13  per  cent 
to  5607m,  while  its  trading  profit 
grew  7  per  cent  to  5 1 1 1  m.  SB  says 
promotional  expenses  associated 
with  product  launches  affected 
its  margins  during  the  quarter. 

Its  OTC  sales  rose  9  per  cent  to 
5362m,  while  those  of  oral  health- 
care jumped  23  per  cent  to 
£138m,  driven  by  Aquafresh, 
whose  sales  rose  30  per  cent  and 
Macleans,  up  40  per  cent  . 

The  company's  earnings  per 
share  rose  17  per  cent  to  9.  lp.  It  is 
offering  a  third-quarter  dividend 
of  4p  per  ordinary  share,  which 
will  be  paid  on  December  31. 


advice  and  a  caring  approach, 
which  is  exactly  what  the  com- 
munity pharmacy  provides.  We 
have  no  desire  to  impose  sanc- 
tions on  any  section  of  the  mar- 
ket, but  we  must  protect  the 
interests  of  our-  customers,"  he 
says. 

Chris  Etherington,  Unichem's 
director  of  operation,  says  it 
wants  to  resolve  the  situation. 


Source  Informatics  has  won  a 
contract  to  develop  and  market 
the  British  Association  of  Phar- 
maceutical Wholesalers'  Whole- 
sale Sales  Data  Service. 

The  weekly  service  was  origi- 
nally intr  oduced  about  two  years 
ago  to  partly  pr  ovide  sales  data 
to  BAPW  members  and  to  help 
manufacturers'  own  sales 
records.  Manufacturers  who 
joined  the  scheme  hoped  to  get 
more  information  about  how 
their  sales  were  faring  in  individ- 
ual wholesalers,  geographic 
regions  and  pharmacies,  but 
Richard  Jackson,  Source  Infor- 


Resale  Price  Maintenance  is 
effectively  a  tax  on  consumers  to 
maintain  the  community  phar- 
macy sector,  according  to  Ver- 
dict Research  in  a  report  on 
health  and  beauty  retailing. 

The  Government,  it  says, 
should  support  the  sector  by 
subsidising  it  overtly  through  the 
NHS  remuneration  system 
"rather  than  covertly  in  a  way 
whose  main  benefit  appeal's  to 
be  to  provide  certain  superstores 
with  a  marketing  opportunity". 

Community  pharmacy  num- 
bers have  been  maintained  only 
because  regulations  prevent 
them  from  selling  their  busi- 
nesses easily  "Even  it  RPM  on 
OTC  medicines  were  to  be  abol- 
ished, the  expected  fall  in  the 
number  of  chemists  would  not 
happen  immediately  or  quickly," 
it  says. 

However,   pharmacies  could 


"We're  trying  to  get  them  away 
from  their  position  of  entrench- 
ment. We  want  them  to  come  and 
talk  to  us  as  a  representative  of 
independent  pharmacies,  so  that 
we  can  resolve  this  unsatisfac- 
tory situation,"  he  says. 

Mr  Etherington  says  his  com- 
pany will  reconsider  stocking 
Unipath  products  if,  and  when,  it 
gets  the  chance  to  sell  Persona. 


matics'  general  manager,  says  the 
original  system  was  difficult  to 
use  efficiently  because  manufac- 
turers had  to  approach  each 
wholesaler  and  ask  the  same 
questions  about  sales. 

Source,  he  says,  will  improve 
WSDS  by  centralising  its  data 
collection.  Manufacturers  will  be 
able  to  access  only  their  own 
data.  Wholesalers  will  not  have 
access  to  the  data,  which  does 
not  include  parallel  imports. 

"We  want  to  improve  the  effi- 
ciency of  the  wholesalers'  supply 
chain  to  help  manufacturers' 
stock  records,"  says  Mr  Jackson. 


become  more  successful  by 
improving  their  retailing  skills. 
"The  pressures  on  the  sector  and 
the  potential  ways  for  chemists 
to  survive  are  quite  complicated 
and  require  an  advanced  level  of 
business  planning.  The  most  suc- 
cessful chemists  will  be  those 
that  manage  to  create  an  envi- 
ronment that  supports  a  high 
number  of  services  and  has  a 
quality  retail  offer." 

Most  pharmacies  are  resigned 
to  their  declining  non-healthcare 
sales,  particularly  toiletr  ies,  and 
major  pharmacy  multiples  are 
concentrating  on  their  over  the 
counter  products.  But  Verdict 
says  the  multiples'  strategy  is 
flawed  because  a  slight  fall  in 
their  market  share  could  slash 
their  cash  margins. 

High  Street  pharmacies  are 
likely  to  thrive  if  they  provide  a 
good  selection  of  health  and 


COMING  EVENT 


TUESDAY  OCTOBER  29 

Leicestershire  Branch  RPSGB 

Clinical  Education  Centre, 
Leicester  Royal  Infirmary,  7.30 
for  8.00pm.  Postgraduate  lecture 
No  3,  'Is  there  life  after  a  heart 
attack?',  by  Professor  D  Barnett 
of  Leicester  University. 

ADVANCE  INFORMATION 

A  workshop,  'Creating  targeted 
patient  education  campaigns', 
will  be  held  in  London  on  Octo- 
ber 29-30.  Contact  IIR  Exhibi- 
tions on  0171  915  5055. 
The  Royal  Pharmaceutical 
Society  is  holding  a  two  and  a 
half-day  residential  course  for 
those  involved  in  the  validation  of 
computer  systems  and  with  cor- 
porate planning  in  this  area  on 
October  30-November  1,  at  the 
Hilton  National  Hotel,  Cobham, 
Surrey.  Further  details  from  Dr  J 
A  Clements,  tel:  0171  735  9141. 
Weleda  is  offering  free  training 
seminars  on  natural  medicine  to 
retailers.  Meetings,  which  will 
commence  at  7.00pm,  will  be  held 
at:  Buckerell  Lodge,  Exeter,  on 
October  30;  and  Alverton  Manor, 
Truro,  on  November  13.  Contact 
Weleda  on  01159  448200. 
The  Bath  &  West  of  England 
Regional  Committee,  RPSGB, 
is  holding  its  regional  conference 
on  November  3,  at  Crossmead 
Conference  Centre,  Exeter. 
'Towards  the  New  Horizon  -  phar- 
macy beyond  the  Millennium'. 
The  University  of  Sunderland 
is  organising  a  one-day  sympo- 
sium on  November  8,  at  St 
Peter's  Campus,  Sunderland. 
'Medicines  for  the  21st  Century'. 
Details  available  from  Christine 
Smy,  tel:  0191  515  2557. 


beauty  products.  Boots  and 
Superdrug,  in  particular,  will 
benefit  from  their  current  prod- 
uct positioning. 

Community  pharmacies,  mean- 
while, have  the  greatest  potential 
to  develop  a  service-based  health- 
care role,  says  the  report. 

The  'safest'  outlets  may  be 
located  in  health  centres,  which 
provide  relatively  low  costs  and 
close  links  with  other  healthcare 
professionals. 

Grocery  superstores  are  likely 
to  take  on  more  pharmacies, 
partly  because  more  licences  will 
become  available  as  the  winning 
bidder  for  Lloyds  rationalises  its 
operations,  and  because  commu- 
nity pharmacists  will  decide  to 
sell  their  businesses. 
•  Copies  of  Verdict  Research's 
'Health  &  Beauty  Retailers'  are 
available,  priced  5850.  Tel:  0171 
404  5042. 


Source  Informatics  wins  BAPW  contract 


RPM  'a  tax  on  consumers' 
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Appointments  £25  P.S.C.C.  +  VAT  minimum  3x1 
General  Classified  £23  P.S.C.C.  +  VAT  minimum  3x2 
Box  Numbers  £12.00  extra.  Available  on  request. 
Copy  date  4pm  Tuesday  prior  to  Saturday  publication. 
Cancellation  deadline  10am  Friday;  one  week  prior  to  insertion  date 
All  cancellations  must  be  in  writing 

Contact  James  Whitston  Chemist  and  Druggist  (Classified) 


Miller  Freeman  PLC,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW 
Tel:  01732  377222  Internet:  http://www.dotpharmacy.com/ 
ALL  MAJOR  CREDIT  CARDS  ACCEPTED 


VISA 


APPOINTMENTS 


Central 
Cornwall 

£27,000+ 

Two  positions  have  become  available 
within  our  family  business. 

Manager 

*  Unopposed  newly  opened  pharmacy. 
+  Good  supporting  stall 
*  Minimal  paperwork 
*  Average  prescription  numbers 

Second  Pharmacist 

Newly  acquired  busy  Pharmacy, 
working  with  existing  manager 
Ma]or  area  of  responsibility  to 
expand  our  dispensing  services. 

Apply  C.J.  Taylor,  Unit  B2, 
Harris  Road,  Wi'dynock  Industrial 
Estate,  Warwick  CV34  SGH. 
Telephone  01926  410169. 


Dudley  &  Bewdley 

Managers  required  to  join  friendly 
family  group. 

If  you  are  looking  for  a  working  environment 
where  well  trained  &  efficient  supporting 
staff  will  enable  you  to  exercise  your 
professional  skills  to  the  full,  why  not  give 
us  a  call. 

Some  knowledge  or  interest  in 
complimentary  medicine  would  be  useful 
particularly  for  the  Bewdley  vacancy. 
Please  telephone  Fay  01746  714514 
or  Paul  01584  877392 
for  further  details. 


EAST&S.E.  LONDON 


Pharmacist  Manager  or  long  term  Locum  required  (or 
a  branch  oj  small,  progressive  group  This  vacancy 
offers  a  pleasant  working  environment,  with  minimal 
paper  w  ork  Good  salary  package  negotiable 
Excellent  opportunity  for  newlv  qualified  or 
e  i  pt  rient  < 'd  T'harmai  i \t 


Please  contact:-  Mr  N.C.  Patel. 
Elmfield  Drugs  Limited,  208  Addington  Road, 

Selsdon  Surrey. 
Tel:  0181  657  6172  Or  (01322)  527244  (evenings) 


SE21 

Dispensing 
Assistant/Experienced 
Counter  Assistant 

Part-time 
Please  telephone  for  details 

0181  670  2608 

EVENINGS 


0  A  V 

Dl" 


SHOREHAM  (SUSSEX) 

GRAYS  (ESSEX) 

BEXLEYHEATH  & 
SEVENOAKS  (KENT) 

Rapidly  expanding  chain 
requires  manager  for  above 
branches. 
Excellent  package  inc. 
free  medical  insurance. 

Apply  Kirit  Patel 
0181  689  2255  (office) 

DAY  LEWIS  PLC 
0860  484999  (anytime) 


SCARBOROUGH 

Anaciung^ponuniiyrajainxnull  family 

within  .i  Morrisons  Superstore  in  tins  plt-jsani 
Yorkshire  coast  (own 

A  small  dedicated  team  will  give  you  firsl  dass  suppori 
jnd  help  von  to  develop  your  \tulls  .md  training 
Flexibility  will  be  essential,  .,,,,1  newly  registered 
Pharmacists.  p.in  time  or  job  sharing  will  be 
considered 

Salary  is  negotiable  together  with  an  excellent  package 
in'  "S 

□  rained  supponing  stall 

□  Five  weeks  holiday 

[  1  Bonus  after  one  year's  service 
Apply  in  willing,  wnli  I  V,  to 

Robert  Heaps,  91  Falsgrave  Road,  Scarborough,  N,,„l> 

Yorkshire  YD12  SK,, 

m  ring  01723  56O039/3G2 1 18  daytime  ot 

111  ?2i  152644  evenings  for  further  information 


NEWRY 
N.  IRELAND 

Second  Pharmacist  required  to  assist 
pharmacist  manager  in  busy 
Health  Centre  pharmacy. 

Professional  Environment,  no  Saturdays 
Competitive  salary  depending  on 
experience  Apply  in  writing  to 

NEWPHARM  LTD,  HEALTH  VILLAGE 
MONAGHAN  ST.,  NEWRY.  CO.  DOWN  N.I. 


LIVERPOOL 
PHARMACY  TECHNICIAN 
REQUIRED 

for  busy  family  run  pharmacy. 
BIF(  quahtit  alum  essential,  <  lean 

drivers  license  an  advantage. 
38'/.'  hours  per  week  |IC  rates  paid. 

Tcl:M.  Kirk  0151  254  1272 


WIGAN  AREA 

Pharmacist/Manager  required  for  easily  run  pharmacy,  five  day  week. 
Four  weeks  annual  holiday,  minimum  paper  work,  good  supporting  staff. 

Please  apply  to  Mrs  C.  M.  Heaton,  W.  A.  Salter  (Chemist)  Ltd, 
7  Ince  Green  Lane,  Higher  Ince,  Wigan  WN2  2AR.  Tel:  01942  494584 


DOVERCOUI7T  HARWICH 
ESSEX 

Pharmacist  Manager  or  long 
term  locum  required  for  an  easily  run 
but  busy  pharmacy 
Excellent  remuneration 
Accommodation  possible 
1 0  miles  away 

Tel:  01376  520  052 
or  01763  248  440 
Anytime. 


PETERBOROUGH 

I  nlhusiastn.  self  motivated  Pharmacy  manager 
required  tor  a  community  pharmacy 

We  offer 

Excellent  salary,  four  weeks  holidays,  private 
medical  insurance,  contributory  pension 
scheme,  RPSGB  subscription,  sickness  and 
accident  scheme,  stall  discount,  good 
supporting  stall 

Please  v\  rite,  enclosing  your  CV  in  confidence 
to  I  he  Superintendent  Pharmacist, 
Pirmo  (  hemisl  Ltd,  63  Mayors  Walk. 
West  [own,  Peterborough  PE3  6EX 
or  telephone  01733  64144, 


Ipswich 

Manager  required  fur  ,i  busy  modern  pharmac) 
in  small  multiple  group  Hours  K  45  to  5  M) 
Kola  I  in  b  This  branch  would  be  suitable  lor  a 
pharmacist  who  enjoys  providing  a  high  level 
dl  patient  contact.  Excellent  supporting  skill 

Please  contact  Mr.  J.  McDonald, 
Superintendent  Pharmacist,  Ipswich  and 
Norwich  Co-op  Society,  on  (11471  230303. 


HEREFORD 

Pharmacist  Manager  or  would  consider  rwo 
>art-tlme  long  term  locum's  for  small  friendly 
lamily  managed  business  shortly  opening  - 
new  branch  with  first  class  back  up  staff. 

Please  phone  Colin  Hayward  on 
01432  27482  lor  (after  hours) 
01684  310938  or  lax  01432  340188 


Nr  GLASGOW 
AIRDRIE 

Close  to  M8 

Pharmacist  required  for  bright 
modern  pharmacy.  Salary 
negotiable.  Newly  registered 
welcome. 

Apply  to  Vlonklands  Pharmacy, 
108  Deeds  Street, 
AirdrieML6  9AF. 


Sunderland 

Medichem 

Pharmacist  required  for  easily  run 
branch  pharmacy  opposite  doctors 
surgery.  Five  day  week  Monday 
to  Friday,  minimum  paperwork, 
salary  negotiable.  According  to 
experience. 

Newly  qualified  considered. 
Please  telephone  0191  567  5028. 


North  London 

EXPERIENCED  DISPENSING 
ASSISTANT/COUNTER 
ASSISTANT  REQUIRED. 

FRIENDLY  ATMOSPHERE. 

TEL  0181  348  9301 


BRADFORD 

PHARMACIST  MANAGER 
REQUIRED  TO  JOIN  A  SMALL 

FAMILY  GROUP  GOOD 
SUPPORTING  STAFF.  MINIMAL 
PAPERWORK.  EXCELLENT 
REMUNERATION  NEWLY 
REGISTERED  CONSIDERED. 

TEL:  01274  724448 
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LOCUMS 


LOCUM 

We  have  over  5,000  pharmacists I 
registered  PLUS  experience  of  1 
handling  over  250,000  bookings! 
NATIONWIDE!  I 
.  QURSB1VICE:  I 

•  Provided  by  experienced  staff.  I 

•  Locum  bone-fides  checked.  I 

•  A  mobile  &  motivated  locum  pom 

•  NATIONWIDE  COVERAGE.  I 

•  Pharmacist  staff  to  deal  with  I 
technical  issues.  ■ 

LEAVE  THE  WORRY  TO  ufl 


SERVICES 

Bimmqkcm  0121-233  0233 
NwwSe,  0191-233  0506 
Mmckitm  0161-766  4013] 
Skffudd    0114-2699  937 
EdiduAgk  0131-229  0900\ 
Cardiff      01222  549174\ 
Londm       01892  5159631 
Exdex,       01392  422244] 


BUSINESSES  FOR  DISPOSAL 


HOW  TO  FIND  A  LOCUM 
IN  ONE  MINUTE 

RING  GUARANTEED  LOCUMS 
24  HOURS  NATIONWIDE  COVERAGE 

TEL:  0802  360  906  /  01484  531  661 


Urgently  required  in 
South  Wales  &  Bristol  area 
•  Competitive  rates  of  pay 

•  Odd  days  &  long 
term  available 

Contact 

CAPITAL  SUPPORT 
SERVICES 
Teh  01222  540940 
Fax:  01222  549185 


PRO-PHARM 
CONSULTANTS 

Top  Quality  Locum 
Pharmacists  available 
NATIONWIDE 

Call  NOW 
0181  903  5177  or 
0181  868  0083 
after  7p.m. 


FRANK  G.  MAY 
6  SON 

LOCUMS  URGENTLY 
NEEDED  IN  KENT 
AND  SUSSEX 

★  Efficient  personal  service 

★  Available  24  hours 

★  Odd  days/long  or  short  term 

Ring  Keith  or  Stella  May 
Maidstone  (01622)  754427 


SATURDAY 

LOCUM 
REQUIRED 

8,45am  -  100pm 
Lymington,  Hants 
Tel:  01 590  673745 


SELF-EMPLOYED 

LOCUMS 

*  Are  you  familiar  with 
self-assessment  rules 
starting  from  April  1996? 

★  Qualified  Accountant 
provides  a  full 
accountancy/tax  service 
for  reasonable  rates. 

Teh  0181  908  5006 


NORTHERN 

LOCUMS 


Locums  including 
Newly  registered 
urgently  required. 
Free  Registration. 

Please  call  now  on: 

(0161)  725  8063 

Phones  manned  until 
10pm  including  weekends. 


ALLIANCE  VALUERS 

&  STOCKTAKERS 
Telephone  (01423) 508172 


W.  YORKS 

NEW  INSTRUCTION.  Leasehold 
pharmacy  adjoining  surgery  in  extremely 
attractive  and  affluent  'village'  suburb. 
Trading  only  34  hours  over  tour  and  a  half 
days  and  assumed  eligible  for  LSP  status. 
NHS  items  around  1,100  per  month 
Modern  premises.  Offers  around  £20.000 
for  GW/Fix  plus  SAV. 


OXFORD 

Long  established  leasehold  pharmacy 
occupying  main  road  position  in  densely 
populated  neighbourhood-  T/O  FYE  30 
April  96  £234,423  run  partly  under 
locums.  GP  27%.  NHS  items  1,641  per 
month.  Spacious  premises  with  good 
potential.  Offers  invited  for  GW/Fix  plus 
SAV 


BUSINESS  WANTED 


DAY  LEWIS 

is  a  fast  expanding  chain  with  24  pharmacy  and  opticians 
shops.  We  wish  to  acquire  business  in  Berkshire,  Essex, 
Kent,  Hampshire,  Middlesex,  Surrey,  Sussex  and  the 
Greater  London  area.  Please  write,  telephone  or  fax 
details  in  strictest  confidence. 

Kirit  Patel 
Day  Lewis  Pic 

Bensham  House,  324  Bensham  Lane, 
Thornton  Heath,  Surrey  CR7  7EQ 
Tel:  0181  689  2255.  Mobile  0860  484999 
Fax:  0181  689  0076 


D  A  Y 

Dlf 

LEWIS 


COMPUTER  SYSTEMS 


Increase  Profitability 
Enhance  Customer  Care 
Increase  Staff  Motivation         IP   i  _     ,      ,  . 

Improve  Communication         |  rrOjeSStOflM 

improve  Efficiency        I     Dispensing  Systems  for 

Provide  Prof?Ssl0aTpradctice  Image  II  Professional  PhamiOCiStS 
Increase  Flexibility  II  FOR  DETAILS 

AND/OR  A  FREE  DEMONSTRATION: 

Tel:  0161  941  7011 

PACE  BETA  COMPUTERS,  FREEPOST  ALM  1610,  ALTRINCHAM,  WA14 1AR 


EQUIPMENT  WANTED 


WANTED  NOMAD 

NOMAD  CASSETTES, 
TROLLEY  (50  to  60  CASSETTES), 
&  OTHER  NOMAD  BITS. 

JOHN  TAYLOR 

0131  664  2249  DAY 
0131  663  9339  EVES. 
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LABELLING 


TOP  QUALITY  DISPENSING  LABELS  AT  LOW,  LOW  PRICES 


O 

o 
o 


GUARANTEED  DELIVERY 
10  DAYS  FROM  RECEIPT 
OF  ORDER 

At  DELUXE  DESIGNS  Ltd  we  use  only  the 

finest  pharmacy  grade  materials 
manufactured  to  the  highest  specification. 


We  offer  you  the  following; 

•  Delivery  10  days  from  receipt  of  order 

•  Single  or  Two  Colour  Print 

•  No  Artwork,  Plate  or  carriage  charges 

•  Choice  of  95/100  or  1 12  mm  backing 

•  Choice  of  style  and  pharmacy  symbol 

•  Peelable  Adhesive 


Choice  of  Pharmacy 
Symbols  Available 

If  yours  is  not  shown 
send  a  copy  and  we 
will  use  it  on  your 
label 


4 

m 

H 

LABEL  SIZE  70mm  x  36mm  For  other  sizes 
please  telephone  our  Sales  Office 


DELUXE  DESIGNS  LTD., 

25-31  Hill  Street,  Brierfleld,  Nelson,  Lancashire.  BB9  5AU 
Telephone  (01282)  697070  Fax  (01282)  697093 


95/  100mm  Backing 

1000  Labels  per  Reel 
50,000  Labels  £2.99/1000 
100,000  Labels  £2.80/1000 
200,000  Labels  £2.60/1000 

1 1 2mm  Backing 

1000  Labels  per  Reel 
50,000  Labels  £3.25/1000 
100,000  Labels  £2.99/1000 
200,000  Labels  £2.80/1000 

THERMAL  LABELS 

Peelable  or  Permanent,  Plain  or  Printed 
70x36  or  72x36,  1000  Labels  per  Reel 
50,000  Labels  £4.25/1000 
100,000  Labels  £3.99/1000 
200,000  Labels  £3.45/1000 
All  prices  quoted  are  subject  to  V.A.T. 


YOU  ONLY  PAY  ON 
RECEIPT  OF  YOUR  LABELS 


O 

o 
o 
o 
o 


GRAB  THE  LIMELIGHT  WITH  C&D! 

Over  90%*  of  community  pharmacists  asked  had  read  every  one  of  the  last  four  issues 
of  C&D.  With  this  level  of  interest,  C&D  is  the  obvious  choice  when  deciding  how  to 

reach  the  retail  pharmacist.  *Source  Martin  Hambljn 

Pharmacist  readership  survey 


BUSINESSlink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


EXCESS  STOCK 


TRADE  LESS  25%+VAT+ 
POSTAGE  -  200  Pentasa  250nig 
SR,  100  Camcolil  400  PI  Tel 
01772  683288 

TRADE  LESS  30%+VAT+ 
POSTAGE  -  Bard  sheaths  HI  IS 
30,  Simpla  Bubble  U  sheaths 
380911,  Simpla  regard  sheaths 
6132,  Bard  bags  D7L  Tel  01709 
54  1318 

TRADE  LESS  50%+VAT+ 
POSTAGE  I  >epo  medrone, 

Moderate  50mg,  Modecate 
12. 5mg,  Importal,  Fansidar  Trade 
less  25%+val  Cyiiievene  urging, 
Cogentin  2mg,  Aldactone  25mg, 
Baxan  500mg,  Zaditen  inj, 
Triptafen  Tel  0181-874  1495 

TRADE  LESS  50%+VAT  -  3x28 
Isnio  Retard  40mg  (exp  I  1/96), 


1x28  <  )ruvail  150mg  (exp  I  1/96), 
LJxL'S  Hypovase  L'mg  (exp  IL'/iKi) 
I  x28  Diclomax  retard  lOOmg  (exp 
1/H7)  Tel  01228  22549 

TRADE  LESS  25%+VAT  -  Hollis 
ler  2115,  3223  x  2  boxes,  3224  x  1 
box,  3225  \  .1  boxes,  Neoral 
Killing  x  24  caps,  Neural  50mg  x 
III  caps,  Neoial  25mg  x  16  caps 
Tel  0181-642  2035 

TRADE  LESS  25%  -  Glutafin  prod 
nets;  2  pasta  spirals,  2  GF  mix,  3 
savoury  biscuits,  I  sweet  biscuits 
Tel  0181  592  4904 

TRADE  LESS  50%+VAT  -  Merodin 
150ill  3  boxes  nl    III  amps  (exp 

I  1/117),  parvolex  3  boxes  of 
10x10ml  (exp  2/99),  <  !olomy<  in 
1 ,000,00  iii.i  x  36  (exp  5/99),  Tel: 
01782  657183 
TRADE  LESS  20%+VAT  •  Droge 
ml  250mg  labs,  Voltarol  lOOmg 
labs  Tel  0151  -420  7220. 


TRADE  LESS  20%+VAT  -  Simpla 
S-l  drainage  bags,  Simpla  S/T  ">inl 
draw  bags,  Tildieni  retard  UOing, 
Isniii  l()  labs,  watei  for  injection 
BP  20x20  Tel  01766  830437 

CARBENICILLIN  -  Pyopen,  10  x 
Hi  vials,  for  research  purposes 
Tel  01273  681715  or  01273  606755 
exi  3209,  Michelle  Norwood 

TRADE  LESS  50%+VAT  -  1(1 
Intron  A  vial  I  mega  (exp  12/96) 
Tel  01365561597 

TRADE  LESS  20",,+ VAT  -  2x.S0 
Transiderni  Nitro  5,  lx30Transid 
erm  Nitro  10,  4x30  Alia  I  >  lmcg, 
2x100  Glurenonn30nig,  1x28  Pep- 
cid liimg.  loo  Synflex  275mg, 
Ix  loo  ell  ( lalcium  gluconate  Tel 
01L':i4  213338 

TRADE  LESS  30%+VAT  -  SO 
Bactrim  drapsules,  30  Oedocard 


retard  20,  6  Fasigyn  50mg,  OS 
Saluric  500mg,  15  Lodine  labs 
200mg  (exp  12/96),  70  Treosulfan 
(,-xp  12/96),  120  Septrin  tabs,  oo 
Pondocillin,  107  Visken  :">nig  and 
many  more  Tel:  01782  782742 
TRADE  LESS  20"„+VAT+ 
POSTAGE  -  Neoral  2.r>mgx  120 
(exp  9/97),    Nilelea.se  20mgx700 

(exp  3/97),  Ledermycin 
I50mgxl00  (exp  1  L/96),  I  lisopyra- 
mide  lOOmg  2x100  (exp  11/98), 
Napratec  (exp  2/97)  Tel  0181-764 
isil: 

TRADE  LESS  40°„+VAT  -  6  Keta 
lar  lOOnig/ml  5ml  ,  ri  Zofran  ni.j 
1ml.  IL!  Zolran  iiij  2nil.  0  Haldol 
5mg/ml,  1  Depo-Medrone 
40mg/ml  1 1 1 1 1 .  ICS  Neulactil 
lOOmg  tabs,  trade  less  80%  - 
Bricanyl  ink   1ml  (exp  l()/!)(',) 


PLXCESS  STOCK  CAUTION 
Pharmacists  are  responsible  lor  the  quality,  safety  and  efficacy  <>f 
medicines  they  supply  In  purchasing  from  sources  other  than 
manufacturers  or  licensed  wholesalers,  they  musl  satisfy  them- 
selves aboul  product  history,  conditions  of  storage  ami  so  on. 
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PRODUCTS  AND  SERVICES 

+  CAMRx  + 

FOCUSING  ON  THE  FUTURE 
PERSONAL  AND  VALUABLE 
SERVICE  AT  ALL  TIMES 


INSURANCE 


SHOP  &  CONTENTS  x 
INSURANCE? 

Why  pay  more  than  you  need  to? 

♦  Stock  and  Contents 

♦  Employers  Liability, 

♦  Glass 

♦  Business  Interruption 

♦  Instalment 


Plan 

available 


0171-6283939 

For  an  immediate  quotation 

SAVE  £££'s 


/  used  to  be  insured  by  another 
well  known  pharmacy  insurer, 
but  since  joining  the  PIA  scheme 
two  years  ago  my  premiums  have 
almost  halved 

Mr  Cohen 
Leeds 


Despite  paying  much  lower 
premiums,  the  service  has  been 
excellent  and  the  claims  that  I 
have  had,  have  been  dealt  with 
very  promptly. 

Mr  Myers 
Sheffield 


THE  PHARMACY  INSURANCE  AGENCY 


JOIN  THE  GROWING  BAND 
of  PEOPLE  who  INCREASE 
their  PROFITS  by  £££££'s 


1 .  A  vital  ir 
base  wil 


>rmidable  negotiating 
il  punch. 

1J:  adds  pounds  to 


2.  Group  ,^2/ Z?=J:  adds  pounds  to 
your  pocket. 

3.  Our  negotiating  skills,  contacts  and  know 
how  will  bring  you  extra  savings  from 
numerous  companies. 


COULD  REVOLUTIONISE  YOUR  BUSINESS 
54/62  Silver  Street,  Whitwick,  Leicestershire  LE67  3ET 
TEL:  01530  510520  FAX:  01530  811590 


RING  FOR  DETAILS  ON 
PHONE  0800  526074 


CH  ilMIST&6^rs  ^e  mos*  comPrehensive  selection  of  products 
DR  I(t(tT^T         ces  in  any  Pharmaceutical  Publication. 

1/JUAJU101  Call  James  on  01732  377222 

To  put  your  Products  &  Services  in  front  of  our  unique  readership 


BUSINESSlink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


Tel:  01604  20008. 

TRADE  LESS  30%+VAT+ 
POSTAGE  -  315  Sulphasalazine 
500mg,  52x200g  Maxijul  super  sol- 
uble, trade  less  20%+ vat  +postage 
-  2  Suprefact  nasal  spray,  28 
Sandimmun  lOOmg,  15  Sandim- 
mun  25mg,  9  Sandimmun  50mg. 
Tel:  0181-428  4373. 

TRADE  LESS  50%+VAT  + 
POSTAGE  -  1x10x450  Trident 
leg  bags  37094,  7x5  Contavec 
flanges  S355,  5x10  Contavec 
pouches  S283,  1x10  Simpla  S4 
drainage  bags  34005,  2x10  Sim- 
pla leg  bags  370801,  2x30  Con- 
veen  Urisheath  5205, k  1x10  Uri- 
plan  leg  bags  D717,  3x1 00ml 
Dermovale  scalp  lotion  (exp 
8/97),  10  Delfen  foam  (exp  4/97). 
Tel:  0181-439  4393. 

TRADE  LESS  25%+VAT  -  Surgical 
goods  as  new  4x30,  Biotrol  Elite 


stomabags  32-835,  32-835,  3x30 
Dansac  bags  226-35,  12x5  Colo- 
plast  MC2002  code  6743  Tel: 
01904  622761. 
TRADE  LESS  50%+VAT+ 
POSTAGE  -  Holhster  4164  2 
boxes  x30,  Convatec  S302  45mm 
10x20  boxes,  Convatec  S320  sys- 
tem 5x7  boxes,  Convatec  S241 
45111111  10x15  boxes,  Dansac  318- 
15  30x14  boxes,  Dansac  bags 
small  50mm  02650/1000  2  boxes, 
Dansac  base  plates  100mm 
061510/0000  4  boxes.  Tel:  01325 
380270. 

TRADE  LESS  20%+VAT+ 
POSTAGE  -  2  Pregnyl  amps 
5000iu  (exp  11/98),  4  Metrodm  HP 
75iu  (exp  3/98),  1x10  Recormon 
1000  vials  (exp  6/98).  Tel:  01543 
277777. 

TRADE  LESS  50%+VAT+ 
POSTAGE  -  Aldactone  lOOmg, 


Decadron  2ml  inj  3.3mg/ml, 
Dansac  Unique  2-55  ref  555-35, 
Dansac  Unique  2-55  ref  502-55, 
Locoid  lotion,  trade  less 
30%+ vat  +  postage  -  Daonil  tabs 
5mg,  Dolobid  5400mg,  trade  less 
25%+vat+postage  Bricanyl 
respules  2.5ml/ml  Tel:  01923 
825753. 

TRADE  LESS  30%+VAT+ 
POSTAGE  -  150T  Ossopan  800 
(exp  6/98),  5x28  T  Ludiomil  75mg 
(exp  1/97),  96T  Parlodel  lmg  (exp 
1/97),  100  caps  Parlodel  5mg  (exp 
2/97),  122  Spansule  Stelazine  2mg, 
2xlOOT  Aldactone  25mg,  150T 
Benoral  750mg.  Tel:  0116-266 
8548. 

TRADE    LESS    33%+VAT    -  17 

boxes  lodoflex  5g  paste  (exp  97), 
2x84  Fenbufen  300mg  caps  (exp 
2/97),  3x28  Tinset  tabs  (exp  1/97), 
2x56  Trandate  200mg  (exp  2/97), 
1x100  Isordil  30mg  (exp  5/97).  Tel: 
01332  342597. 
TRADE  LESS  30%+VAT  -  2x56 
Orimeten  250mg  (exp  6/99),  1x56 
Lamictal  50mg  (exp  5/97),  trade 
less  50%  -  10  Nebcin  80,  1  Airomir 
(exp  11/96),  Hollister  4403  and 


4703.  Tel:  01474  533047. 


FOR  SALE 


PHOTO-ME  IMAGER  135RA  -  1 

hour  photo  processor,  three  years 
old,  can  be  seen  working, 
S13,500+vat.  Tel:  0973  238262. 
SHOPFITTINGS  -  Paxman  24'  cos- 
metics units  8x3,  glass  top  cabi- 
nets plus  lower  cupboard,  run  of 
3x6  seven  shelf  units,  all  with 
pelmit  rear  lighting,  prescription 
sign  4'xl2\  NPA  DDA  safe,  dis- 
pensing scales,  Fascia  light  box 
alum  15x4'  chemist,  will  split, 
colour  photos,  any  reasonable 
offer.  Tel:  01702  78820. 


WANTED 


SCOPADERM   PATCHES   -  any 

quantity.  Tel:  0114-2145403. 

ACCOMMODATION 

FLAT  TO  LET  -  Cannock  area,  1 
bed,  c/h,  garage.  Tel:  0121  706 
1441. 
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SHOPFITTINGS 


i  i 


medklilt  pic 

TEL:  0181-841  4144 

FAX:  0181  841  8390 
S  S 
P  P 
E  E  E 

C  C  C 

I  I  I 

AAA 


L 


KODAK  GOLD  FILM 

NETT  PRICE 

%  OFF  TRADE 

GA  135x24  EXPS  (100ASA) 

1.48 

40% 

GA  135x36  EXPS(IOOASA) 

1.90 

40% 

GB  135x24  EXPS  (200ASA) 

1.79 

33% 

GB  135x36  EXPS  (200ASA) 

2.26 

33% 

GC  135x24  EXPS  (400ASA) 

2.21 

22% 

GC  135x36  EXPS  (400ASA) 

2.76 

22% 

KODAK  FUN  CAMERA 

3.19 

F.&OK  -  COOPS  SUBJECT  TO  AVAIIABLITY 
MEDIEL1TE  PLC 
BELVUE  BUSINESS  CENTRE 
UNITS  16&17  BELVUE  ROAD 
NORTHOLT,  MIDDX  UB5  5QQ 
TEL:  0181  841  4144  FAX:  0181  841  8390 


*  C.C.T.V  from  £199 

*  Till  Monitoring 

*  Safes 

*  Tagging  Systems 
£395 

FREE  CATALOGUE 
0800  393843 

FASIT  SECURITY  LTD 


SHOPFITTINGS 


CHEMIST  SHOP  FITTINGS. 

8  x  3ft  cosmetic  units. 
Glass  front  top  cabinet  plus  lower  cupboard. 
Run  of  3  x  6ft  units  with  six  shelves. 
All  modern  light  wood  with  matching  pelmit  rear  lit. 
Prescription  sign  3'  x  10",  N.RA.  DDA  safe, 

dispensing  scales  &  weights. 
External  fascia  light  box  1 5'  x  4"  'chemist', 
white  on  blue.  Reasonable  offers. 

Tel:  0 1 702  -  78820 


LIMITED 

COMPLETE  PHARMACY 
SHOPFITTING  SPECIALISTS 

Design  and  Manufacture   -    Nationwide  Service 
Competitive  Prices 


Nordia  House,  Seacroft  Industrial  Estate, 
Coal  Road,  Leeds  LS14  2AW 
Tel:  0113  232  3478    Fax:  0113  232  3348 


WOODSTYLF 

y    T     S  H  OP  FITTING   AND   DESIGN  B 


SPECIALISTS  IN  RETAIL  PHARMACY 
AND  DISPENSARY  SHOPFITTING 

APPROVED  BY  THE  N.P.A. 
CALL  NOW  FOR  DETAILS 

Edison  Road,  St  Ives  Industrial  Estate,  St  Ives 

Huntingdon,  Cambs  PE17  4LF 
Telephone:  01480  494262  Fax:  01480  495826 


STOCK  WANTED 


Perfumes/ Aftershaves 
wanted  for  export 

Skincare 

Vichy,  Lancome,  Clarins,  Clinique,  Arden,  Svelte 
Immediate  cash  payment 

Fax:  00  35  31  6704196 


R 


CHEMIST  -  WANTED  -  PHARMACY 

Surplus  Coloured  Glass  Bottles  and  Jars  Wanted. 
Black  Glass  Jars.  Drug  Jars  -  Blue  or  Green. 
Blue  Castor  Oils.  Coloured  Soda  Syphons. 
"Admiralty"  Square  Blue  Poisons.  Spare  Stoppers. 
Common  Blue  "Not  to  be  taken"  Poisons  -  All  shapes. 
Mixed  Assortments  of  Surplus  Bottles  as  above. 

Contact:  Eric  Padfield, 
18  Mulberry  Gardens,  Sherborne,  Dorset. 
Tel:  01935  816073  Fax:  01935  814181 


VETERINARY  SERVICES 


VETCHEM 


PROMOTING  ANIMAL  HEALTH  THROUGH  PHARMACY 

SPECIAL  OFFERS:  EQVALAN  &  PYRATAPE  P  Horse  Wormers, 
OTODEX  Ear  Drops. 
PHONE  FOR  DETAILS  0800  387348 

Brian  G.  Spencer  Ltd,  Common  Lane,  Fradley,  Lichfield,  Staffs  WS13  8LQ 
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Emma  Torbe  (left),  of  Knights  Chemist,  Leamington  Spa,  is  this  month's 
winner  ol  the  champagne  award  to  a  pharmacy  assistant  completing 
Chemist  &  Druggists  Cambridge  Counterpart  training  course  and 
receiving  the  College  of  Pharmacy  Practice  accreditation  certificate. 
Pictured  here  with  supervising  pharmacist  Annemarie  El  lard  and  C&D 
publisher  Ron  Salmon,  Emma  has  already  moved  on  to  gain  experience 
in  a  care  home  before  studying  medicine  at  university 


APPOINTMENTS 


Unichem  has  made  a  number 
of  additions  to  its  board: 
Michael  Smith  has  been 
appointed  a  non-executive 
director.  He  is  a  member  of  the 
National  Pharmaceutical  Ass- 
ociation and  the  Pharma- 
ceutical Services  Negotiating 
Committee,  as  well  as  being 
chairman  of  Unichem's  south- 
ern regional  committee.  Steph- 
en May  joins  as  a  wholesale 
director.  He  is  currently  Euro- 
pean director  of  operations 
with  SC  Johnson  Wax.  As 
managing  director  of  the 
wholesale  division,  he  will  also 
be  a  member  of  the  executive 
committee.  Christopher  Ether- 
ington,  the  deputy  managing 
director  of  the  wholesale 
division,  will  be  sponsored  by 
Unichem  at  Harvard  Uni- 
versity. On  his  return,  he  is 
expected  to  join  the  pic  board. 


First  community 
pharmacy  MScs 

Eight  students  at  King's  College, 
London,  have  become  the  first  in 
England  to  obtain  an  MSc  in  com- 
munity pharmacy.  The  course  lasts 
two  years  and  there  is  room  for 
only  eight  students  at  the  moment  . 

The  MSc  consists  of  a  large 
research  project,  the  study  of 
research  methodology,  an  80- 
hour  project  working  alongside  a 
GP  and  'brown  bag'  reviews  of 
medication  brought  into  pharma- 
cies by  customers. 

Research  projects  include  an 
investigation  of  children's  atti- 
tudes to  asthma  therapy,  the 
effect  of  a  pharmacy  promotional 
window  display  on  frequency  of 
emergency  contraception  advice 
and  the  feasibility  of  diary  cards 
for  use  in  clinical  trials. 


Leaflet  aid  for  the  elderly 


Celebrities  Claire  Rayner  and  Bill 
Owen  helped  launch  the  Phar- 
macy Healthcare  Scheme  leaflet, 
'Medicines,  made  to  measure', 
which  highlights  potential  med- 
ication problems  and  side-effects 
which  the  elderly  can  suffer. 

Mr  Owen  pointed  out  that 
pride  and  independence  stop  the 
elderly  from  asking  questions. 
Ms  Rayner  said  the  elderly  were 
used  to  straggling  on  without 
asking  for  help. 

The  leaflet  is  part  of  the  Health 
of  the  Nation  initiative  to  reduce 
the  number  of  deaths  from  acci- 
dents in  the  over-65  age  group  by 
33  per  cent  by  2005.  The  leaflet 
highlights  problems  such  as: 


•  potentially  harmful  interac- 
tions between  prescription 
medications 

•  confusion  about  what  to  take 
and  when  as  a  result  of  taking 
several  medications 

O  not  checking  repeat  prescrip- 
tions with  the  doctor  regularly 

•  poor  understanding  of  instruc- 
tions by  the  patient 

•  driving  when  feeling  drowsy 

•  the  danger  of  a  fall  when  feel- 
ing sleepy. 

More  than  three-quarters  of 
deaths  from  accidents  in  the  over- 
65s  are  caused  by  falls  or  road 
traffic  accidents.  The  PHS  is  dis- 
tributing 600,000  leaflets  to  every 
pharmacy  on  the  Register. 


Pictured  at  the  leaflet  launch  are,  left  to  right:  Bill  Owen,  Claire  Rayner 
and  Roger  Odd,  head  of  practice  at  the  Royal  Pharmaceutical  Society 


Maxted  Pharmacy  in  Coventry  hosted  a  charity  coffee  morning,  which 
raised  more  than  £420  for  the  Walsgrave  Macmillan  cancer  relief  fund. 
So  many  tombola  prizes  were  donated  by  over  a  dozen  suppliers  that 
there  was  a  prize  for  every  number  drawn.  This  is  the  sixth  successive 
year  that  the  pharmacy  has  supported  the  Macmillan  fund.  Pictured 
here  are  some  of  the  regular  customers  displaying  their  prizes 


You'd  think  they  were  barking  mad! 


Customers  at  Mileusnic's  Chem- 
ists in  Batley,  West  Yorkshire, 
have  been  surprised  and  baffled 
to  witness  staff  breaking  into 
spontaneous  fits  of  barking  and 
singing. 

They're  not  barking  mad, 
merely  getting  their  act  together 
for  a  TV  new  game  show,  called 
'Mesmerized',  which  will  be 
hosted  by  Tom  O'Connor. 

The  team  of  five  -  assistants 
Michelle  Traynor,  Trish  Glen, 
Laura  Hardy  and  Eva  Mileusnic, 
together  with  locum  pharmacist 
Carol  Eastwood  -  were  given  the 
idea  by  their  boss,  who  saw  an 


article  in  Chemist  &  Druggist 
calling  for  participants,  says 
team  captain  Michelle. 

They  have  now  received  a  let- 
ter to  say  that  someone  may  visit 
posing  as  a  customer  to  see  if 
they  would  be  suitable  to  appear 
on  the  show.  As  yet,  they  don't 
know  whether  they've  passed 
their  screen  test  or  not. 

Before  the  show,  a  mesmerist 
will  plant  suggestions  to  make 
them  speak  or  behave  oddly  if 
they  hear  a  key  word. 

An  unwary  customer  asking  for 
soap  may  be  subjected  to  a  rendi- 
tion of  the  'Neighbours'  theme  tune. 


All  rights  reserved.  No  part  of  this  publication  may  be  reproduced  or  transmitted  in  any  form  or  by  any  means,  electronic  or  mechanical  including  photocopying,  recording  or  any  information  storage 
or  retrieval  system  without  I  he  express  prior  written  consent  of  the  publisher.  The  contents  of  Chemist  &  Druggist  are  subject  to  reproduction  in  information  storage  and  retrieval  systems.  Miller 
Freeman  Professional  Ltd  may  pass  suitable  reader  addresses  In  other  relevant  suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies  please  write  to  Ben  Martin  at  Miller 
Freeman  Professional  Ltd.  Origination  by  London  Scanning,  24a  .Shore  Rd, London.  Printed  by  St  Ives  (Gillingham)  Ltd,  Gillingham,  Kent.  Registered  at  the  Post  Office  as  a  Newspaper  22/22/8 
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Ad vertisement  Feature 


The  Switch  debit  card  has  numerous  advantages  for  the  busy  pharmacy  and  transaction  volumes 
demonstrate  that  it  is  the  preferred  method  of  payment  for  more  and  more  customers 

Switch  to  Switch 


ince  lis  launch  in  1988, 
Switch  has  gone  from 
strength  to  strength  and 
is  now  the  UK"s  leading 
debit  card  scheme,  with 
more  than  50  million  transactions 
being  handled  each  month  in  over 
240,000  outlets  throughout  the  UK. 
Such    is   the   popularity   oi  the 
Scheme  that  the  number  of  outlets 
taking  Switch  is  growing  at  a  rate  oi 
more  than  100  every  working  day. 

Switch  is  now  used  in  a  wide 
variety  oi  outlets,  including  those  in 
the  pharmaceutical  sector  up  and 
down  the  country.  In  the  eight 
months  to  August  this  year,  total 
transaction  values  stood  at  a  stag- 
gering I 1 2  billion. 

This  rapid  expansion  is  because 
Switch  oilers  a  last,  convenient  and 
secure  method  of  payment.  An  all- 
electronic  system.  Switch  uses  tried 
and  tested  EPoS  technology  lor  pro- 
cessing transactions,  which  saves 
you  time  and  reduces  the  ellort  ol 
daily  reconciliation. 

You  will  no  longer  need  to  'cash- 
up'  at  the  end  ol  the  day  and  then 
despatch  cheques  and  credit  card 
vouchers  to  your  bank.  With 
Switch,  all  you  have  to  do  at  close 
of  business  is  press  a  key  to  ascer- 
tain tolal  Switch  receipts  taken  that 
day.  This,  in  turn,  offers  added  secu- 
rity lor  your  premises,  which  is 
obviously  very  important  in  an 
industry  where  staff  often  work 
long  and  unsocial  hours. 

The  last  lew  years  have  seen  a  sig- 
nificant decrease  in  terminal  costs. 
They  can  now  be  rented  lor  as  little 
as  50  pence  per  day,  depending  on 
the  level  ol  sophistication  you 
require  -  making  them  a  more 
viable  proposition  lor  the  smaller 
pharmacist.  There  is  a  flat-rate 
charge  lor  each  Switch  transaction 
which   is  negotiated  individually 


between  yourself  and  the  acquiring 
bank  of  your  choice. 

Another  important  benefit  ol 
Switch  is  that  it  guarantees  payment 
at  the  time  ol  purchase  and  credits 
your  business  account  a  lew  days 
alter  the  transaction  -  an  obvious 
advantage  to  the  cashflow  ol  a 
smaller  pharmacist.  Gone  are  the 
days  ol  the  costly  and  lime-consum- 
ing bounced  cheque! 

l  or  some  Kim  cardholders  Switch 
provides  speed,  ease  and  convenience 
at  your  till,  eliminating  (he  need  to 
write  out  a  cheque,  Customers  are 
particularly  keen  to  use  Switch  lor 
smaller-value  transactions  and  lor 
essential  goods,  as  they  like  to  pay  as 
they  go  along  with  a  payment  method 
that  debits  the  money  directly  from 
their  current  account. 

Another  reason  for  its  increasing 
popularity  is  that  consumers  do  not 
have  to  pay  to  have  a  Switch  card. 
And,  unlike  cheques,  there  is  no 
spending  limit  per  transaction,  so 


cardholders  can  access  the  full 
extent  of  available  funds  on  then 
current  account. 

What  is  more,  cardholders 
actively  seek  outlets  that  take 
Switch  and.  because  they  know 
they  can  pay  with  their  Switch  card, 
they  are  inclined  to  add  more  pur- 
chases to  their  shopping  basket.  Not 
only  will  they  buy  their  everyday 
essentials,  such  as  toothpaste  and 
shampoo,  but  they  might  well  buy 
additional  extras,  such  as  a  pair  ol 
tights  or  some  aftershave.  So,  the 
distinctive  green  logo  with  the 
black  and  white  'S'  attracts  cus- 
tomers into  your  store  which,  in 
turn,  increases  footfall  and  there- 
lore  sales. 

Nigel  Turner,  Head  of  Marketing  at 
Switch  Card  Services,  says:  "If  you 
haven't  thought  about  accepting 


debit  cards,  perhaps  now  is  the  time 
to  do  so.  Continual  growth  in  trans- 
action volumes  shows  that  more 
and  more  consumers  are  choosing 
Switch  rather  than  cheques  and  cash 
as  the  way  to  pay. 

"In  fact,  it  is  predicted  that  by  the 
year  2000  there  will  be  up  to  7m 
debit  card  transactions  every  day," 
concludes  Mr  Turner. 
For  more  information  about  how  tak- 
ing Switch  can  benefit  your  business, 
please  call  Freefone  0800  413415. 
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Clinical  results  confirm  that  nearly 
three  quarters  of  patients  applying 
Toepedo  Cream  experience  relief 
from  itching  in  just  10  minutes. 


R 


benzoic  acid,  salicylic  acid 

ROM  ITCHING  AND  DISCOMFORT! 


TOEPEDO  Registered  Trademark  and  Product  Licence  held  by  Diomed  Developments  Limited,  Hitchin,  SG4  7QR,  UK.  Distributed  by  ODD  Limited,  94 
Rickmansworth  Road,  Watford,  Herts,  WD1  7JJ,  UK.  Active  Ingredients:  6.0%  w/w  benzoic  acid  BP,  3.0%  w/w  salicylic  acid  BP  Directions:  Apply  a  thin  layer 
to  the  affected  areas  and  massage  gently  until  absorbed  Apply  twice  daily  until  symptoms  clear.  Indications:  For  the  treatment  and  management  of  Athlete's 
Foot  and  other  appropriate  fungal  skin  infections.  Precautions:  Do  not  use  to  treat  thrush,  and  keep  away  from  the  face,  bottom  and  genital  (sex)  regions.  Do 
not  use  on  moles,  rashes  or  any  skin  lesion  for  which  TOEPEDO  is  not  recommended  Do  not  use  if  sensitive  to  any  of  the  ingredients  Keep  all  medicines  out 
of  the  reach  of  children.  FOR  EXTERNAL  USE  ONLY    Legal  category:   P   Packing:  Tubes  of  20  g  (PL  0173/0020),  price  C3.95  (£3.36  exc.  VAT).  10/96. 


